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From the line 
that sells 


A FASHION WINNER 
FOR EARLY SPRING 


A shoe that will help you do a bigger and 
better job of retailing when the first rays 
of an early spring sun hit your town. For 
this spring a new encouragement, fresh 
enthusiasm and a keener desire to possess 
new things will start your smart trade a 
shopping at the first sign of the “Robin.” 
Tweedies are setting a style pace month 
after month; hundreds of merchants, 
therefore, are discovering how profitable 
they are in the $5 and $6 field. Tweedie 
Footwear Corporation, Jefferson City, 
Mo., Shoemakers since 1874. 
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G FOOTWEAR 
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/ 'T HIS section of the country was 

overlooked by Washington in 
the ‘not-raising campaign.’ No cot- 
ton, corn or hog money came our 
way, for we do not raise these prod- 
ucts. Our small fruit farmers went 
into a ‘no-producing’ campaign in 
a big way; but it was not one of 
their choosing. It was the drought. 








As for the town itself, Joplin is a 
non-union mining town with low 
wages—so that $5.00 is a good price 
for a pair of men’s shoes—although 
the $7.50 price is fairly active. On 
the women’s side the average price 
is $8.50 in a three-price range of 
$6.75, $8.50 and $10.50.” This is 
the finding of R. F. Breck of Jop- 
lin, Mo. 
* % * 
4/7 HERE are more ‘white collar’ 
workers in the town of Bar- 
tlesville, Okla., than in any other 
city of its size (15,000) in the 
country. This is due to the general 
offices of three large oil companies 
being located there.” 

D. V. Swing has this to say 
about local and general conditions: 
“Stores which established them- 
selves in the lower price fields are 
finding it almost impossible to come 
back to their former good grades. 


> 
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People left us on account of price 
and not on account of the service 
and the merchandise we made our 
reputation on selling. Now these 
people are coming back to us. The 
great majority of men and women 
now out of employment are not 
people who patronize stores of my 
kind. With the changed buying 
morale, I am sure that business in 
the stores carrying better grade 
shoes will show a startling increase 
during the present year.” 


* * * 


P. PERRY, who has a shoe 

- store in Coffeyville, Kan., be- 
lieves that many shoe men are a 
little lazy, mentally and physically. 
This is especially so, he says, when 
it comes to advertising and working 
out good window displays. If a 








shoeman will use just the same lan- 
guage and sales talk in his adver- 
tising that he uses on the fitting 
stool, his copy will prove to be 
many times more effective. Doing 
this will get away from the cold, 
impersonal tone of factory-prepared 
ads. 

This veteran shoeman sees a de- 
cided change in buying habits. A 
year ago women would kick at pay- 
ing $7.50 for shoes, while they now 
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trade 


buy them without argument. The 
$3.95 and $5.00 prices still produce 
the most volume, however. Most 


men who did pay $3.95 are now 


going to $5.00 grades without any 
great pressure—while the $8.75 
line is showing promise. 


* * * 





SHOULD SEE AN 
. MOU NGINEER 











HARLES E. WILLIAMS in St. 

Louis is a shoe man by acci- 
dent. He was an accountant and 
then acquired a shoe store. Through 
his accounting training, he became 
interested in accurate shoe fitting. 
As a result, he is one of the pio- 
neers in the movement for few lasts, 
few styles and lots of sizes. Fifteen 
years ago, he added five women’s 
shoes to his stock, which he car- 
ried from AAAA to EEE and pro- 
ceeded to build a business on these 
shoes which has lasted to this day. 
“It is fit that sells shoes,” says Mr. 
Williams. If a store has a million 
pairs of shoes and no size 8/B, that 
stock is worthless to the 8/B cus- 
tomer. 

“Few people realize that the feet 
were designed by nature to carry a 
certain load—just as a_ bridge- 
builder specifies certain spans and 
braces to carry twice the intended 
load. The average man weighs 150 
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pounds and takes 6000 steps a day. 
Each foot takes the weight of the 
body 3000 times daily. After 21, 
two-thirds of the men accumulate 
more weight, but they do not accu- 
mulate more feet—so we shoemen 
have a real responsibility in fitting 
people correctly.” 


* * * 


A F. KUHLEMAN, vice presi- 
- dent-treasurer of Krupp & 
Tuffly, Inc., pioneer family shoe 
store, of Houston, Texas, was 
elected president of the Houston 
Retail Credit Men’s Association at 
a meeting recently. _Mr. Kuhleman 
has been very active in local and 
state credit work for many years. 
He started with Krupp & Tuffly 
thirty-four years ago, advancing 
from wrapper to his present po- 
sition. 
* * * 

OHN LAYCOCK and Herbert 

Hanan wound up a hectic Jan- 
uary of New York hospitality to 
shoe men from all over the country 
and quietly stole away on the S.S. 
Conte de Savoia for a business trip 
to Europe. The Hanan stores on 
the other side preserve that Amer- 
ican touch and are perhaps the most 
successful units in the Hanan busi- 
ness. The merchants of New York 
sent them a mid-Atlantic radio- 
gram. 

















bow S. ROPER, Secretary of 
Commerce, says: 

“Probably there is no_ better 
forum for the expression of busi- 
ness ideals, and for the creation of 
a spirit of cooperation and cohe- 
siveness, than the trade paper. 
Here, I believe, should start the en- 
forcement of such agreements as 
are necessary and desirable for sat- 
isfactory business operations and 
for the service of the public, and 
which have behind them the sanc- 
tion of honest and sincere business 
men. The trade paper, in its adver- 
tising columns, no less than in its 
editorial columns, can crystallize 
the most advanced ideals of busi- 
ness and thus be the instrument of 
expression for industry and com- 
merce, if not of active leadership.” 











ABOUT SHOES 











—The yearly world production of shoes is 
approximately 940,000,000 pairs. 

—The population of the world is somewhat 
over two billion. 

—The U. S. A. produces 350,000,000 pairs 
of shoes yearly. 

—The population of our country is 125,- 
000,000. 

—We produce 37% of the world's manu- 
factured shoes. 

—Our population is only 6% of the world's 
people. 

—The principal moral of this little story is 
that the American people are better 
shod, and with more pairs per capita, 
than any other people on this little 
sphere. 

—l've always claimed that the shoe busi- 


ness is a rather good business to be in. 


y I ig re 


President. 





AROLD SLATER of J. & J. Sla- 

ter (Fifth Avenue, N. Y. C.) 
was Chairman of the Shoe and 
Leather Committee of American 
Business for the 1935 President’s 
Birthday Ball. . 

He called a meeting of leaders 
in all branches of the shoe and 
leather industry, to cooperate in the 
collection of money for the ortho- 
pedic work to be done in 1935. 
Some 300,000 people have had in- 
fantile paralysis and the moneys 
collected will be divided—30 per 
cent for scientific study of methods 
for immunizing children from in- 
fantile paralysis and 70 per cent 
for local and community ortho- 
pedic hospitals. 

Mr. Slater urged the shoe trade 
to adopt this movement as its own 
pet charge because shoe men every- 
where are interested in the move- 
ment to restore foot locomotion to 
stricken children. 


* * * 


NE of the oldest customers of 

Florsheim and Selby is now 
being quoted. He is Nathan Rosen- 
berg (Rosie to everyone), and has 
been selling shoes in Joplin, Mo., 
for the past 37 years. He said: 

“T have seen sixty-seven shoe 
stores go out of business during my 
retail experience in Joplin. Most 
of them bought jobs and cheap 
goods and tried to build up a busi- 
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ness quick. Others did not adver- 
tise regularly; more held on to 
goods too long. Some did not mod- 
ernize their stores or their methods 
—and so they came and went. 

“In my store we try to buy good 
merchandise and sell it right. We 
have always sold the best shoes we 
could get and have made a fair 
profit in so doing. Another thing 
is the store help problem. We be- 
lieve in the NRA, but we know that 
the boys will work harder and bet- 
ter on a fair salary, so we pay 
double the standard wage.” 

The Rosenberg store has every 
modern equipment—all the way 
from the newest stretching devices, 
X-ray machines, fitting devices and 
air-conditioning. Lines of shoes, 
however, are seldom changed. Just 
to show how the public is reacting 
to this long-established policy, it is 
on record that the men’s $8.75 busi- 
ness has doubled in the past year, 
while the women’s corrective shoes 
retailing from $9.00 to $12.50 show 
a gain of some 30 per cent. 


* *% * 


AMUEL SIMONS, of the Simons. 
Shoe Company, Coolidge Cor- 
ner, Brookline, Mass., who has been 
in the shoe business forty years, 
has developed a delightful friend- 
ship with Dr. A. R. Dafoe of the 








Dafoe Hospital, Callander, On- 
tario, Canada—where the Dionne 
quintuplets reside. For Christmas, 
Mr. Simons sent the quintuplets 
five pairs of bunny slippers, rabbit 
trimmed, to defy the worst of winter 
weather. He sent “size-four” to all 
the quintuplets—Yvonne, Annette, 
Marie, Cecile and Emelie. 


* * * 


ACOB GOLDSMITH, of Aurora, 
Ill., says: 

“Every day customers try to find 
some sort of an excuse, in order to 
get a new pair of shoes. 

“Shoe merchants everywhere 
should cooperate to combat this 
condition. 

“Shoes should be sold with the 
same understanding that most mer- 
chandise is today—after it is used 
it becomes unchangeable. 

“Perhaps it would be desirable 











| 
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to have uniform signs displayed in 
all shoe stores, stating that worn 
shoes cannot be returned.” 

* * * 


OMINICK LaVALLE, of La- 
Valle, Inc., maker of women’s 
custom footwear, gave a cocktail 
party that for swank is perhaps the 
cocktail party that ends all cocktail 
parties in the industry. He gathered 








together at the Sherry Netherlands 
(New York City) a galaxy of stars, 
beginning with Alice Hughes and 
including representative Fifth Ave- 
nue buyers, plus the big names of 
the trade. 

Not a word was said—the mo- 
tive was entirely social. It was tete- 
a-tete from five to seven and cham- 
pagne flowed freely. Artists some- 
how know how to do things art- 
fully. 

* * * 

A C. REECE, president of the 

« Reece Wooden Sole Shoe Co., 
Inc., of Columbus, Nebraska— 
announces the fiftieth anniversary 
of that concern. It makes wooden 
sole footwear in everything from 
knee-high boots to wooden sandals 
and has been doing that for a full 
fifty years. The claim is made that 
no other material for shoe soles re- 
sists acids, oil, heat, cold and non- 
skid as effectively as wood. 


* * * 


R. WEAVER, of Springfield, 
+ Mo., sees a real hope for the 
merchants who have stuck to named 
lines of feature shoes. He says: 
“The novelty end of the women’s 
shoe business has gone ‘blooie’ in 
our community. Everybody has 
them at all prices. The better part 
of our business has been done on 
feature shoes. These shoes make 
more loyal customers and have very 
few markdowns. Customers will 
come from miles around to buy a 


feature shoe at a good moderate 


price—say $8.50 to $10.00. They 
will even deny themselves of other 
necessities in order to get a good, 
comfortable pair of shoes. 

“We fully realize this condition 
and are keeping up our stocks and 
our publicity in order to’ warrant a 
continuance and to further develop 
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this trade. For twenty-eight years 
we have been selling folks on the 
advantages of wearing better shoes 
and the comfort and economy which 
go hand in hand. People are again 
receptive to our arguments. The 
small towns around here are com- 
ing back slowly but surely.” 


* * * 


NDER-ADVERTISED is_ the 
shoe industry for in the light 
of the 1934 record there are only 
two shoe organizations that have 
appropriations exceeding $100,000 
each, in the list of 211 concerns, 
using national magazines as adver- 
tising mediums. The two concerns 
are the Selby Shoe Company, which 
spent $172,818 in 1934, as against 
$55,399 in 1933; and the Scholl 
Manufacturing Company, which 
spent $250,196 in 1934, as against 
$218,133 in 1933. 

This compilation was made on 
straight national magazine adver- 
tising, eliminating such channels as 
radio, newspaper, direct mail and 
trade publications. The list of 211 
concerns represents a wide variety 
of industries—from automobiles to 
condensed milk. The surprising 
thing is to note the small ratio of 
shoe advertising to all advertising. 


* * * 


A B. COHEN, vice-president and 
+ general manager of the United 
States Shoe Corporation, received 
his commission as Kentucky Colonel 
at a special presentation dinner at 
the Hotel Netherlands Plaza. The 
presentation was made by Col. G. K. 
Bodenschatz, of Louisville, Ky. The 
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following men took part in the 
ceremony: Robert Moorman, Alvin 
Salinger, Walter Boege, Harry No- 
lan, Saul Berger, Claude Hainlein, 
H. M. Bridges, J. J. Smith, William 
Z. Burkhart. Mr. Claude Hainlein 
is from Lincoln, Neb.; Mr. H. M. 
Bridges is from Dallas, Tex.; the 
rest of the men are residents of 
Cincinnati, Ohio. 


* * * 


ATHAN HACK, of the Hack 
Shoe Company, Detroit, writes: 

“I wish to express my sincerest 
thanks to the Boot AND SHOE ReE- 
CORDER, for through its world-wide 
circulation it has enabled me to re- 
unite members of the Hack family 
who have been lost to each other 
for some 115 years. About a year 
ago the RecorpDer forwarded to me 
a letter from ‘My Koz’n Hugo’ of 
Hack Renner & Cia, Ltda., Monte- 
negro, Brazil.” And now, to Na- 
than Hack’s great delight, he dis- 
covers that this well-known shoe 
man of Brazil is really related to 


him. 
* * * 


HARLES W. SARGENT, of 
Lynn, and Harold S. Miller, of 
Quincy, have obtained a joint pat- 
ent on a thermoplastic filler for 
cavities in bottoms of shoes. The 
filler is so made that it won’t creep 
under foot pressure and, further- 
more, will give the foot a chance 
to breathe, thus preventing “foot 
burn.” 
They have assigned their patent 
to the Beckwith Manufacturing 
Company, of Boston. 












































"| think Paw here needs a new pair of shoes." 



























Two of the beach 
sandals prominent on 
the runway. One of 
the most successful 
shoes of the South- 
ern season is the 
cork - soled model 
with Lastex vamp 
laced with  glove- 
tanned kid. The 
heavy white linen 
model shows the Co- 
thurne line. 


Sunshine Fashions Launchedic 


The “Round - 


Clock” sandal with 
novel laced detail. 


THis annual event, sponsored by the Burdine store in Miami, drew thousands of 
po y 

spectators this year; Millions more will see these sunshine fashions in feature films. 

Here's the news for 1935—a story with an important bearing on summertime fashions 


Burdine’s carry this 
ten different ways in 
linen, kid, suede, etc. 
e dial in the 
photograph suggests 
a simple and effec- 
tive way of display. 
ing such a_ shoe, 
which any shoe store 
could adapt to its 
own merchandise 
and own windows 


all over the country. (Note, especially, how this famous fashion show dramatized the 
monk shoe; also how it presented the Round-the-Clock sandal.) 


THE monk and moccasin influences, the highlights in 
resort footwear, were particularly featured in the an- 
nual Sunshine Fashion Show held by the Burdine store, 
Miami, in the Palm Gardens of the Roney Plaza Hotel 
at Miami Beach. This influence is seen in shoes for 
every hour, from the informal sandal to the evening 
slipper. 

Matching accessories this season run to “bags and 
shoes.” Burdine’s showed many matching bags carry- 
ing out in detail the color combinations and trim of 
the shoe. Where it was impossible to follow the exact 
shoe design, the same proportion of colors was used 
in the bag. Sometimes the color pick-up was reversed 
and a dark on light shoe shown with a bag in the oppo- 
site treatment, or vice versa. 

This year Burdine’s originated a special sunshine 


fashion sandal, illustrated herewith. This is a copy- 
righted fashion. It shows very clearly the monk influ- 
ence. The lower part of the shoe is of braided leather, 
while the upper reaches well across the instep. It has 
a low heel with side fastening. This shoe was featured 
in a rather unique manner. Eight girls dressed as 
monks, in hooded cowls, modeled the shoes in the 
various color combinations. These were all-white, all- 
brown, white with bright, and bright with white com- 
binations. For street wear and active sport, this shoe 
has met with tremendous favor. 


A Fashion Story from the South That Forecasts 
New Trends for Summer 


One of the best numbers for spectator sports was a 
chamois with dark brown kid trim. This pump carries 
the new color note and is different enough from an;- 
thing shown heretofore to attract attention. 

Another new note which met with customer favor is 
the departure from the familiar white with dark trim. 
For years this has been the smart shoe. Burdine’s 
featured the reverse this year—dark with white trim in 
buck and kid, though the light with dark combination, 
of course, continues. 

[TURN TO PAGE 34, PLEASE] 


Right—Copyrighted monk model orig- 

inated for Burdine’s. Vamp of lat- 

ticed leather strips. Featured in all 

white, all brown, white with bright 

color, bright color with white. is 

was the shoe modeled by eight girls 
in monks’ hoods. 


A new covered toe evening 

sandal showing distinctly the 

classic “Cothurne” line, with 

the lacings typical of Grecian 

sandals. Sequin slippers were 

also important in open toe 
patterns. 


Right — Sandal, in 
the Empire silhou- 
ette, with high front 
and open shank. 
Made of white suede 
in several overlaid 
sections, accented 
with stitching. 


Left—Shoes with matching bags were em- 
phasized throughout the show. These 
two ensembles feature dark on light and 
light on dark combinations. The dark 
shoe is navy gazelle with white patent, 
the bag in reverse treatment. The light . 
shoe is white gazelle with brown, en- 
sembled with a ae bag trimmed in 
white. 
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Fix Your Losses to Insure 


Too many of us in 1929 knew too well how to fix our 
stock market profits and so few knew how to fix our 
losses. Business men in general at the beginning of a 
new enterprise fail to fix or estimate their losses and 
so are in for a nice surprise at the end of the year. 

What are these losses that we are trying to fix as 
they apply to retail shoe store operations? Mark- 
downs. 

True, expenses may be high because of poor man- 
agement, volume may be low because of poor promo- 
tion, but basically it’s the “mark-downs” that will git 
yer if ye don’t watch out. 

My recommendation is that you fix these mark-downs 


before your season starts. How can this be done? 


Here’s how. 
We will assume you do an annual ladies’ shoe busi- 


ness of $60,000. You should be permitted and your 
business should warrant, a retail mark-down of 10 per 
cent—$6,000 yearly or $3,000 every season. By the 
way, you must understand that this 10 per cent mark- 
down at retail is 6 per cent on cost. In other words 
if your mark-up when you buy your shoes figures at 
43 per cent, you will net at the end of the year 37 per 
cent—if your mark-down is the 10 per cent of your 
retail sales. Now, if your expenses are less than 37 per 
cent you made money, if higher you’re just out of luck. 
Getting back to the $3,000 mark-down, you are per- 
mitted to take each season—if your shoes sell around 
$10 a pair at regular prices you will find at sale time 
that each pair of shoes you put on sale will cost you 
a mark-down of about $5 a pair. This is why—they’ll 
sell first at $6.85 or $7.85 then down to $4.85 or 
$5.85 and what is left and impossible to keep will and 
should be sold to a jobber at a $1 or more a pair. 

So on the assumption that $5 will do the trick you 
have room, with the half year’s mark-downs of $3,000 
to play with—to put 600 pairs of shoes on sale. 


Your Losses Are Now Fixed—600 Pairs 


You do the unusual—-now. You merchandise back- 
wards. How many pairs do you want to carry over to 
January and into the next season. 

Let’s figure it out. 

On the basis of $60,000 a year and a retail price of 
$10 a pair, you will sell approximately 6000 pairs a 
year or 120 a week. With a turnover of four times 
which you should strive to get, your stock should aver- 
age about 1600 pairs. 

So on Jan. 1, if that date be taken as the beginning 
of your sale, you find yourself with 600 pairs of sale 
shoes and 1000 pairs at regular price to be carried over. 

But do you want 1000 pairs at regular price at the 


A—Fix Your Losses When You Start a 
Season. 


B—Stick to Lasts and Types Your Own 
Customers Demand; Stick to Your 


Manufacturers. 


C—Follow the Fashion; Don't Try to Lead 
It by Posing as a Fashion Creator. 


D to Z—Get the Customers; Get the 
Money. 


beginning of your sale? Maybe not. How many then? 
You decide! But in July or August or September not 
in January. 

Let’s go further—What should your stock be on Dec. 
1? 1600 pairs—maybe. How many of these 1600 pairs 
should be those that will go on sale and how many to 
be carried over. You decide. But decide in July or 
August certainly not in December. 

And in July if you are a careful merchant, you will 
estimate the number of pairs of shoes you will have on 
hand Sept. 1. You will add to this amount your last 
year’s pairs sold in September, October, November and 
December, and deducting the 1600 pairs you want to 
have on Jan. 1, you come to the definite number of 
pairs you can buy for the fall season. 

Mind you, in figuring your sales for September to 
Jan. 1, I don’t recommend an estimate—I don’t care 
how low your pairs were last year, don’t please, buy 
beyond those figures. If your business should exceed 
your expectation, you will still have enough shoes to 
take care of your increase. It will and always has been 
a lack of customers rather than a lack of shoes that has 
worried us retailers. 

And so the first headline is finished—fix your losses! 


Stick to Your Last 


You’re ready to buy—you’re in the manufacturer’s 
sales office or in the traveling man’s hotel room or in 
your own store. And a line of samples are laid out— 
and how they do lay them out. You're ready to buy. 
What? That tricky little toe-less sandal? That stubby 
toe oxford? That new 24/8 heel pump? That and that 
and that—that Fifth Avenue houses have gone nuts 
about (at least that’s what your seller says). Please 
don’t buy that way—stick to your last. 
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Your Profits . 


Your records should show you what your customers 
have been in the habit of buying. Is it a 20/8 heel, an 
18/8 heel, or a 16/8 heel—narrow toes, medium or 
broad? J don’t know but you should. 

However, for the purpose of this talk we”l assume 
that most of your business is done on three heights of 
heels with similar toes, and one round toe on a high 
heel. 


Your customers have very definitely become accus- 
tomed to a particular last of a certain manufacturer as 
well as to his quality of workmanship. Give him that 
business and don’t switch. Give to each manufacturer 
the business they have developed in your store—and 
don’t switch. And when in their anxiety to sell you 
more shoes, they lay out their extensive line of lasts and 
patterns the conversation should start with. 

“Smith, I buy your 20/8 last, medium toe—I’ve 
been successful with it, show me then a dressy pump, 
a sandal, an oxford and a stepin on that last. Please 
don’t show me any other lasts.” 

This same conversation should be had with Jones 
who sells you the 18/8 last, Green who sells you the 
16/8 last and Brown who sells you the round toe. 

Of course if Smith sells you two of these lasts, or 
three, or all, the other manufacturers are eliminated 
but the practice is the same. 

The conversation—“Smith first show me my types on 
the 20/8—then my types on the 18/8—then my types 
on the 16/8 and now the round toe types.” 

When you do this—then irrespective of leathers, col- 
ors or intriguing styles—you have bought the lasts, the 
types—the heels—that you have trained your cus- 
tomers to find in your shop. 

You have stuck to your last! 

And now for the finale. A further argument perhaps 
to stick to your last or mind your own business. 

Don’t be a style creator. 

A fashion follower yes! But not a style creator. 
What am I getting at now? Something that in my 
experience of buying millions of pairs of style shoes 
has always inwardly caused me to laugh. 

Ten, twenty and sometimes thirty buyers all express- 
ing individual opinions of how the style presented by 
the manufacturer could be improved or changed. Per- 
sonal opinions! Pleasing to individual taste! Style 
creators all! 

Let’s have the customer—the retail customer in on 
this discussion. Let’s hear what she expects to find, and 
demands in a retail store. 

She has ideas—some quite definite, others hazy— 
some wavering. Which of her ideas must we as good 


LOOKING BACKWARD 
with 
ARTHUR A. LIVERS 


ARTHUR A. LIVERS . . General Manager 
Frank Brothers, New York 


retailers satisfy—which permits of argument, which of 
persuasion. 

Surely the ones that permit of persuasion are the 
ones we have least to worry about. 

Let’s take her size—she wears a 5B—no persuasion 
here—-she knows her size and there’s no substitution 
toa 7 or an 8. We should have it! 

Now to fit—the shoe does or it doesn’t, not much 
argument about that in a legitimate shoe shop. We 
should have shoes that fit. 

Now as to type—the lady wants an oxford—can’t 

[TURN TO PAGE 38, PLEASE] 
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In Tennessee there are four principal cities, each as 
different from the other as one could imagine. It is 
seldom such a variation is found within the borders 
of one state. To start in the northeast corner of this 
State, from which point many a traveling man has 
started, let’s consider Knoxville. A city in the midst 
of a business boom due to the construction of the great 
Norris Dam plus generally favorable local conditions 
and a good back country. 

Chattanooga, to the south, is strictly a manufacturing 
city, where hosiery mills, enamelware plants and other 
factories were on strike last Fall. No nearby farmers 
to help out retail business when the industrial part 
of the town stops buying, therefore a city of spasmodic 
trading. When the mills and factories are operating, 
retailing is fair, but when they stop, trade stops. 

Nashville, in the center of the State, is the opposite 
of Chattanooga as was outlined on these pages. A 
conservative city, rather set in its ways of doing busi- 
ness, to the great advantage of the established stores. 

Memphis is the largest city in the group. A cotton 
town, with all that that implies. Briefly it means a 
wide trading area, all through the delta country of 
Tennessee, Arkansas and Mississippi. High styles in 
shoes and clothes. Plenty of stores selling good mer- 
chandise. A town where lack of ready money never 
hampers the spending proclivities of the people. Their 
buying is more dependent on their credit resources than 
actual cash on hand. 

How they spend when they do have a good cotton 


\ 


VL 


« * 


crop! Not one automobile, but two, three or four to 
a household, whose dwelling, perhaps, has not been 
painted in years. 

Plenty of good shoes are sold in Memphis year in 
and year out. In fact, they will sell three times as 
many pairs of men’s and women’s shoes retailing at 
$8.50 and up, as are sold in New Orleans and four times 
as many pairs as are sold in Louisville. New Orleans 
has twice the population, while Louisville is just a 
little larger than Memphis. 

In Memphis there are nine stores selling women’s 
shoes at $8.50 and up, while there are eleven places in 
which men’s shoes can be bought at the same price 
range. In all, there are 45 downtown shoe outlets, or 
a gain of ten during the past five years. 

Memphis shoe retailing is badly disorganized. There 
is not a day in the year that a woman need pay full 
price for a good pair of shoes, as some one store will 
be having a sale. That condition is due to change, 
from all I hear. A strong feeling toward adopting the 
Nashville plan may result in similar action here. 

There is every indication that this year will see the 
cotton planters making money again on their crops. 
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Under the present set-up, farmers take 1500 lb. of 
raw cotton from which they will get a 500-lb. bale 
of ginned cotton, plus a thousand lb. of cotton seed. 
This seed is selling at $42 a ton, so after deducting 


the gin charge of about $6, the planter gets a cash 


check of $15 for his seed in addition to his bale of 
cotton. This cotton is now selling for twelve cents a 
pound and the planter is getting his full price due to 
New Deal tactics. 


F ORMERLY, the cotton raiser never got enough from 
the cotton by-products (the seed) to pay for the gin- 
ning, then the middleman or cotton broker came in for 
his share. The way things are being operated at present 
is that the cotton broker has been eliminated so that 
the farmers, for the first time in many years, are in 
the money. 

I was certainly glad to see our old friends Cook & 
Love back in business again after their fire. It was F. D. 
(Doc) Cook who coined the slogan, “Better Shoes 
Make Better Feet and Better Feet Make Better Cus- 
tomers.” He explained to me that his partner, Bob 
Love, and himself, as well as all the boys in the store, 
had been brought up on good shoes. They all appreci- 
ate them so well that they sell good shoes just as 
naturally as can be. 

“Business lessons learned the past few years have 
made better buyers and better merchants of us.” Cook 
was most emphatic when he said that. He predicts an 
even better increase in business for this year than was 
experienced in 1934. 

One thing they believe here is that as business in- 
creases the good, smart merchant will increase salaries 
faster in proportion than when they were reduced. “If 
our boys get good money they will buy better clothing. 
This gives the clothing man a chance to buy better 
shoes, so the money will come right back to us,” is the 
way it is reasoned out by Robert S. Love. 

“I got my good early training from a smart, small 
town merchant whose business theory was, “Don’t worry 
about what happened yesterday,” remarked R. K. 
Bromer, who buys the shoes at Gerber’s. He amplified 
this quite a bit by observing that when anyone says 
that business is good, just what does that mean? Com- 
paring business with a year ago is not the one big thing 
to consider. It is how much should a store do, con- 
sidering the number of people in a given community. 
That is the real measuring stick, not the amount of 
business done by a store a year ago. 

“If a shoe buyer can figure that there are 50,000 
women in his town who buy $10 shoes, and check that 
with the number of customers he has on his books, he 
can figure just what his business should be,” is Bromer’s 


This week the RECORDER Field Editor's running 
story of his recent travels through southern terri- 
tory takes us down into Memphis, the thriving 
metropolis of a state that has benefited largely 
through Federal public works projects, plus the 
more favorable situation of the cotton farmers. 
The policies adopted by progressive merchants 
in this section may well prove useful in other 
communities whose business is gaining momen- 
tum as conditions improve. 


conclusion. He doesn’t regard a weather alibi very 
favorably. “Our job is to make people want shoes in 
hot weather, cold weather and wet weather. I doubt 
very much if one woman in a thousand is buying high- 
grade pattern shoes today because she needs foot pro- 
tection. She is buying shoes for the logical reason that 
she wants a new pair of pretty shoes.” Perhaps we 
shouldn’t print this, because Mr. Bromer is tearing 
down the finest, safest and oldest reason ever invented 
for not making sales. I know it is good because I used 
it myself 20 years ago. 

Buyers are always open for new thoughts in buying 
and promotions, according to Gregg Spraley of Lowen- 
stein’s. He, for one, is promotion minded and the out- 
standing success he has made operating this department 
is due to a large extent to the many clever promotions 
used. For example a Sandal Shop built right in the 
midst of the shoe section proved such a hit last Sum- 
mer that it was continued on through. A Slipper Shop 
which was started during the holiday selling season 

[TURN TO PAGE 48, PLEASE] 
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SAKS & COMPANY 








Bringing in the Customers 


HATCH'S ..... . West Palm Beach, Fla. 


bevy dig ; | Illustration at the top of the page is 

is. eS a Saks-Fifth Avenue display of 

j evening slippers, with illuminated 

shadow box treatment, surrounded by 

a frame of black. This serves to focus 

attention on the display and affords 
a striking contrast. 


An effective dramatized corrective 
shoe window by Hatch's, West Palm 
Beach, Florida, is shown at the left. 
This display emphasizes the style 
appeal of the shoes while it demon- 
strates their orthopedic features. 
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Why Window Displays Play a New and 
Vitally Important Role in Selling Shoes at 
Retail and Why They Are Entitled to 
Special Consideration in the Modern 
Shoe Store's Scheme of Sales Promotion. 


A N interesting question came up in connection with 
the discussion of retail shoe advertising at one of the 
open forum sessions of the recent Middle Atlantic shoe 
merchants convention. The topic of discussion was 
the proper percentage of gross sales that should be 
allowed for advertising. It was found that the opin- 
ions varied, some of the retailers who were present 
favoring an appropriation as low as 3 per cent, others 
arguing in favor of an allowance as high as 5 per cent. 
Then the question arose as to whether window displays 
should be included in the advertising allowance. Some 
speakers contended that windows should properly be 
classed as advertising; others stated that they should 
not be so considered, at least for the purpose of deter- 
mining what is a proper ratio of advertising expendi- 
ture to gross sales. 

Like many similar arguments, this one ended with- 
out arriving at a conclusive answer to the question, 
which was more or less of a side issue in connection 
with the topic under discussion. Reference is made 
to it at this time because the writer considers it a mat- 
ter of much importance, well worth the consideration 
of the merchant at this time, when he is planning his 


. New York 


A children's shoe window with a Spring atmosphere, 

by Bloomingdale Bros., New York. Proper promotion 

in window displays and advertising builds sales and 

profits for the juvenile department and helps to create 
a future clientele of adult shoe customers. 


operations for another season. Important because it 
leads directly to a larger question, namely, what role 
should windows play in the operation of the successful 
retail shoe store of today? Should they be regarded 
as a part of the store’s advertising activities, or do 
they bear a distinctive relationship of their own to the 
general scheme of retail operation? 

It sounds like a theoretical question, but it has de- 
cidedly practical implications. 

In its consideration of window displays, from week 
to week, Boot AND SHOE RECORDER has emphasized the 
fact that we are operating in an age in which the visual 
presentation of merchandise to the customer is a mat- 
ter of primary importance, so vital that every mer- 
chant, whether his business be large or small, must 
give to it his most serious thought and painstaking at- 
tention. Because of this we believe that shoe windows 
should not be considered merely as a part of the store’s 
advertising job, but really form another problem, sep- 
arate and distinct from advertising, though necessarily 
bearing an intimate relationship to the store’s adver- 
tising activities. We believe this viewpoint is essential 
because it tends to have a direct bearing on our atti- 
tude toward window displays, on the kind and degree 
of attention we shall give to them and on the results 
that are likely to be obtained. 

If a merchant thinks of windows merely as a part 

[TURN TO PAGE 34, PLEASE] 
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EDITORS 


THE shoe business shows betterment. Progress rides 
apace. Each and every one in shoes can point with 
pride to the fact that not only has the shoe industry 
done a mighty good job of it during the depression but 
it continues to move forward. 

Other industries have found that after almost five 
years of depression, they only merit the term stale, 
stodgy and lifeless—needing the constant hypodermic 
of Government moneys to freshen them into action. 

But not so shoes—for the length and breadth of this 
country has been served with not only the most for the 
money but with the best in service as well. It is time 
for shoe men to become very articulate in Rotary meet- 
ings, in Chamber of Commerce gatherings and public 
places—for the industry can point to real achievements 
in public service—without the artificial stimulation of 
anybody’s money other than its own. 

Perhaps the answer is shoes are so fundamental that 
they give security to business men who live by them. 
It is also true that many shoe men, who in the past have 
spread their efforts out to include other business pur- 
suits, have now returned to the shoe business and have 
brought back to it whatever moneys they could salvage 
out of other investments. 

Certainly the record for the year 1935 of the mak- 
ing and distribution of 350,000,000 pairs of shoes is an 
accomplishment. No nation on the face of the globe 
enjoys such a high quota and it has taken more than 
just a presentation of the wares to distribute that great 
total. 

There is not in this country any article sold at 
retail that is so freely competitive (manufactured 
so widely in 1150 establishments); nor any other 
article so diversified in types and uses. 

Lack of bulk standardization has made it the most 
highly interesting article of retail sale in America. 
One has but to look at the estimates of consumption of 
shoes abroad to note the tremendous difference in favor 
of the American shoe industry. 

In many European countries, bound and controlled 
by dictatorships, progress has ceased and shoe produc- 
tion and consumption is decidedly on the wane. It was 
Elbert Hubbard who said: “The consumption of shoes 
mirrors the progress of civilization.” 

America in the very slough of its depression was able 
to consume approximately three pairs of shoes per 
capita. Look abroad if you want to see the other ex- 
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treme—for it is estimated that in Germany 0.8 repre- 
sents the per capita consumption—with France and 
England hovering between one and two pairs per per- 
son, per year. The less said about Poland and Russia, 
the better. 

It is said that in Poland factory production cannot 
compete with the cobbler and hand-shoemaker—for the 
little individual making a few pairs of shoes per week 
has no other overhead but his home and his living; 
while the factory, as such, has the obligation of taxa- 
tion, capital, credit, etc. Some of the European coun- 
tries have larger repair industries than they have shoe- 
making industries for when shoes are cobbled four 
times, there is even upper repairing to be done. 

So the shoe man in America who thinks he is in a 
bad way had better change his tune. He has no kick 
coming—if he has any sense of proportion. Fortunate 
indeed are we in the public’s acceptance of footwear; 
but twice fortunate are we in the enthusiasms and sales- 
manship of shoe men everywhere. We have life and 
vigor and friendly competition in shoes in America. 
A whole new field of effort is being developed for 
profit and prestige in corrective and orthopedic foot- 
wear. No people on the face of the globe have so much 
shoe and foot attention given to them. 

But let’s season all this praise with a little caution. 
There is little reason to suppose that future purchasing 
power or other demand factors will result in the pur- 
chase of more than three pairs per capita. Total con- 
sumption of shoes will, in general, be determined in 
the future probably by population growth. A distinc- 
tive leveling off is discernible. The current rate of 
growth is considerably less than it was ten years ago. 
Ten years from now the population of the United 
States will be near its peak. When that times comes, 
the shoe industry will have to grade its output to a 
stable population. But if and when that stable time 
comes, let’s all earnestly hope that staleness will not 
come with it and to that end let us all give encourage- 
ment to new things and new uses—for the American 
public is, after all, gloriously shoe conscious. 
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WHAT EVERY 
MERCHANT 
SHOULD KNOW 


MAGINE over 5,500,000 families — 


consisting of 22 million people—in a 
















gigantic stadium. That’s the tremendous 







audience reached by The American 











Weekly 52 times a year. That’s what 


makes it the world’s largest magazine. 
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the products they read about—and want 






—every week. 

















The American Weekly—what it is 


@ The American Weekly is the largest magazine in the world. It is distributed 
through 17 great Hearst Sunday Newspapers. In 597 of America’s 995 towns and 
cities of 10,000 population and over, The American Weekly concentrates 67% of its 
circulation. 







In each of 134 cities, it reaches one out of every two families 
In 125 more cities, 40 to 50% of the families 

In an additional 165 cities, 30 to 40% 

In another 173 cities, 20 to 30% 






... and, in addition, more than 1,885,000 families in thousands of other commu- 
nities, large and small, regularly buy and read The American Weekly. 


TH EAN ERICAN 


“The National Magazine with Local Influence” 
Main Office: 959 Eighth Avenue, New York City 
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Five Sales Suggestions for 
Spring Hosiery— 


By 
RUTH HARRINGTON 




















Said the manager of a Fifth Avenue store to 
us the other day . . . “Stockings are stupid. 
Stockings are always the same. What can you 
do with stockings?" We said we disagreed 
violently . . . that there was always something 
new to say about stockings; always some new 
little tricks in selling stockings. "All right," he 
said, “give me five ideas for promoting 
stockings this Spring." All right, we said, 


here they are: 


This Spring sees stockings sheerer 

than ever before, with the ultimate 

in sheerness reached in the I- 

thread stocking that a number of 
mills are making. 


Drawings by Marjorie Wheelright 


/ Embroidered clocks are a 
new note which Propper 
McCallum are featuring in 
both self-tone and con- 
trasting shades. The idea 
has a special appeal for 


In the first place, here’s a good hosiery stunt we learned 
from I. Miller. It’s a little selling slant on featuring 
their more serviceable numbers, when they sell walking 


shoes. You know how women have gone crazy about this season when color con- 
trasts are so important 
in shoes. 


sheerness. They complain about stockings not wear- 
ing, but they keep on buying cobwebs for everything— 
even their tweeds. Miller tried to put over the idea 
that sturdier stockings were appropriate with sturdy 
shoes, but it didn’t work. Then they took a new tack. 
They are now telling women that their feet in walking 
shoes will be more comfortable when they choose hos- 
iery with substantial foot reenforcement. The extra 
fabric, they tell them, acts like a cushion for the foot. 

All very reasonable. And customers listen to that 
argument. The result is that Miller stores have been 
moving some numbers that stayed on the shelves be- 
fore—stockings that can really give service for strenu- 
ous wear. How about trying that idea out on your 


customers ? 


And here’s some experimental work that Walk-Over 
stores are doing. They are introducing a “self-ser- 
[TURN TO PACE 26, PLEASE] 
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A Friendly Shoe by 
JARMAN SHOE COMPANY 


It was a happy thought to call a line of shoes “Friendly.” That’s what the Jarman Shoe 
Company has done, and with excellent reason, for these shoes are real friends to the feet. 
The model illustrated [style No. 836] has a built-in, modified metatarsal and steel arch 
support which provides sturdy comfort, yet there is none of the bulky appearance so 
often found in a last of this nature. Another accent to its smart styling is the leather of 
which it is made — Evans Ruby Kid, the mellow durable tannage which moulds itself to 
the foot and gives the rich, thoroughbred appearance that men admire. John R. Evans & 


Company, Camden, New Jersey. 








THE KID WITH A DEFINITE SALES INFLUENCE 
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Five Selling Suggestions for 


[CONTINUED FROM PAGE 24] 


vice” device for showing and selling stockings. Here’s 
the way it works. On the counter goes a smart-looking 
rack arrangement in chromium on which samples of 
leading numbers are shown. And next to it is a little 
bin contraption which holds little single pair boxes of 
each size, in each color, plainly marked, and with a 
transparent window through which the color can be 
seen. Then the customer can look over the whole 
available color range at a glance and she—or the sales- 
man—can quickly find her selection, even when the 
hosiery girl is busy. Reserve stock for several-pair 
sale is kept behind the counter. 

When a salesman takes stockings to the fitting: stool, 
he can also pick up his selection of a shade in double- 
quick time. For a busy store, particularly, the device 
has its great advantage of speeding up operations. 
Before the customer can think up a reason why she 
doesn’t want to be shown stockings, the stocking is 
right there on the spot! How many sales do you lose 
because the customer “hasn’t time to look at stock- 


ings?” 


Next, there’s Best’s idea of always having one fea- 
ture fashion in stockings and playing it across the 
board. Right now it’s St. Tropez Tan—a nice golden 
color for the South. Next month it will be something 
else. They believe that every show must have a star 
and that the star must have the spotlight. Shoe store 
stocking departments so often look monotonous be- 
cause there is nothing that stands out—no promotional 
highlight to intrigue the customers’ interest. 

Why not pick out one especially good color, every 
so often, and play it up in your counter displays and 
in your selling? Shoe stores can’t go in for novelties 
on a big scale but two or three novelty numbers in 
your stock will help sell the staples because they at- 
tract attention to the department. This year the knee- 
length stocking is something for every shoe store to at 
least consider. Young things will buy thousands of 
pairs this Summer and for a promotion in the higher 
price ranges, what about this new embroidered clock 
(illustrated) that fits in so perfectly with this season’s 


colorful shoes? 


Fourth—why don’t you give your stocking counter 
a little dash of Spring to brighten it up? .In most shoe 
store hosiery departments you never see anything but 


Spring Hosiery 


x 


the same dull walnut shelves. The department stores 
are blossoming out with Spring touches right now. 
Altman’s cases are gay with bouquets of field flowers 
in the “peasant” colors that everyone is talking about. 
And at Stern’s, they have display stands that are big 
flowers cut out of painted wood, with a slit in the cen- 
ter to hold the stockings—very colorful and very 
simple to make. 

Fifth—And finally—What are you doing with gift 
promotions in stockings? McCreery’s and Lord and 
Taylor’s are showing a gadget that sells for 15 cents 
and makes a perfect packing for a three-pair gift—or 
an inexpensive and practical traveling case. It’s a 
strip of transparent cellulose material, with three 
pockets, bound in colored ribbon, and it rolls up and 
ties with strings to match. And do you know that you 
can get attactive cellophane bands, all ready-made, for 
all the important holidays, that you can wrap around 
your regular boxes to transform them into gift pack- 
ages? And won’t some of these special packings on 
display at the appropriate times help to keep stockings 
from being “stupid?” 


This is the attractive Valen- 
tine packing which the 
Berkshire Mills are supply- 
ing to their accounts. It is 
so designed that it can be 
mailed as is, by third 
class postage, without any 

further wrapping. 
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NORTHWESTERN WHITE LEATHERS... 
North, South, East or West they have been and 
will be during the coming season more prominent 
and popular than ever. 


Both makers and wearers of white shoes specify 
Northwestern WHITES because of their thor- 
oughly satisfying qualities and economical cost in 
men’s, women’s and children’s — sports, semi- 


sports and street shoes. 


NORTHWESTERN LEATHER COMPANY TRUST BOSTON 
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9 Of course you have a 
Spring window to back 
up your newspaper ad. And 
be sure that all salespeople 
mention your Spring styles to 
every customer they serve. 
They may not sell many Spring 
shoes but they will be laying 
the groundwork for a good 
Spring business later. 


7 Next Tuesday is Lincoln's 
Birthday. Isn't there some 
one in town with an interesting 
collection of antiques, old news- 
papers, etc., of Lincoln's day 
that will be glad to let you put 
them in your window in connec- 
tion with a little patriotic dis- 
play for the day? 


1 1 Thursday is Valentine's 

Day, so the theme of 
today's new window displays 
should be "Hosiery or Slippers 
for Valentines." A few red 
hearts cut from cardboard will 
give the proper atmosphere, 
and the price cards should also 
be in the shape of hearts of 
red stock. 


4 Change ag windows to- 


day and be sure they con- 
tinue to say "Spring." Prob- 
ably your stock of Spring 
styles is too limited for a big 
display, so select the line 
from regular stock that most 
needs promotion. Your men's 
line perhaps or the children's 
footwear. 


8 Play up Spring styles again 
in tonight's ad for Satur- 
day selling. No doubt you have 
received a few more new styles 
during the week, which will 
provide copy for this ad. And 
how about giving your best sell- 
ing men's number a good play 
in the ad as well? 


12 LINCOLN'S — BIRTH- 

DAY. If it is observed 
in your community be sure to 
have some recognition of it 
in the window. It won't bring 
you any direct business but it 
will mark your store as one that 
is alert, and those who form 
the habit of looking in your 
windows will some day come 
in and buy. 


Send out a letter or a 

mailing card to your cus- 
tomer list this week telling of 
the arrival of the first Spring 
styles. This too is propaganda 
for later business. Many of 
your customers are not in- 
terested now but you will have 
planted the "Spring" idea in 
their minds. 


9 Do you get the name and 
address of every customer 
you serve? It's a good way to 
build up your mailing list and 
keep it up to date. If your 
mailing list is kept on cards 
you'll find it easy to check 
every customer against the list. 
Try this plan during the Spring 
season, 


1 Tonight's newspaper ad 
should feature Spring 
footwear styles and the Spring 
shades of hosiery. Pick out 
one or two of the advance 
Spring shoe styles you have 
in stock and build your ad 
around them. Feature just 
one price in hosiery, but 
feature it in a BIG way. 


6 Time for the weekly check 
of stock—and if you have 
not been doing this regularly 
resolve now to do a THOR- 
OUGH job of it every week 
during the Spring selling sea- 
son. If you do you'll discover 
at the end of the season it has 
made a marked difference in 
your stock investment. 


1 3 Time for another week- 

ly check of stock. And 
time to be doing some serious 
thinking about those staple 
numbers you didn't reduce for 
January Sales because you 
thought they would sell. Well, 
they didn't! Now take your 
loss and put a price on them 
that will MOVE them! 
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February 


Page 29 


To Produce More Profit Through Planning 





1 ST. VALENTINE'S DAY. 

If there's a daily paper 
in your town an ad in last 
night's edition featuring a Val- 
entine Special box of hosiery 
will probably bring in some 
business today. At least you 
can arrange several such offers 
and feature them in the win- 
dow for the day. 


18 Friday of this week is 

Washington's Birthday, 
so you might use this in your 
new windows of Spring styles 
today to make them interest- 
ing. Little paper hatchets for 
price tickets on individual pairs 
and a few clusters of artificial 
cherries will give a Washington 
touch to the display. 


9 WASHINGTON'S 

BIRTHDAY. If you 
didn't follow the suggestion of 
Monday the |8th, be sure you 
have a little patriotic display 
in your windows today. You 
might even have half a dozen 
good window specials in a "22" 
sale, pricing them all so they 
end in the figure 22. 


95 Change all windows 
today—and play up 
“Spring” bigger than before. 
And are you putting the price 
on every pair of shoes you dis- 
play? Some shoe merchants 
still think it cheapens their dis- 
plays to do this. Perhaps so, 
but it SELLS SHOES! And 
isn't that what you're in busi- 
ness for? 


19 If your stock of Spring 

styles is now complete 
enough, a more pretentious 
mailing is in order. A chatty 
little letter accompanied by 
an attractive four-page folder, 
showing a few of the new styles, 
will get attention and bring 
women in throughout the week. 


96 March is almost here 
and before you know 
it you'll be wanting to put the 
Spring background in your win- 
dows and a Spring trim inside 
the store. Have you ordered 
your material, or started to 
prepare it? If not you had 
better get busy with this at 
once. 


15 Tonight's ad for the 
third February Satur- 
day's business should place a 
little more pressure on "Spring 
Styles" to keep pace with the 
new stock that's coming in. 
Make your ad "“newsy." Tell 
about the new features of the 
new shoes—make people want 
to SEE them. 


90 This is the day for 

checking stocks again. 
And it is not too soon to be 
watching with a wary eye those 
first advance Spring styles that 
you received. And how about 
hosiery? Have you all the 
wanted sizes? And have you 
those sizes in ALL of the best 
selling colors? 


93 Of course you had a 

big ad on Spring styles 
again last night, and today’s 
windows should feature the 
same shoes described in the 
ad. A table with a card read- 
ing “Here Are The Spring 
Hosiery Colors" and an_ in- 
teresting display will get some 
hosiery business today. 


97 Check your stocks 
again today. What 
does the store need to brighten 
it up for Spring? A little paint 
and varnish? Certainly a thor- 
ough scrubbing and polishing. 
Better size up what's needed 
now and get the work done. 
Next month you may not have 
the time. 


16 If your Wednesday 

stock check did turn 
up some numbers you decided 
to mark down use them for 
“window leaders" today. Do 
ALL your people know the new 
hosiery colors well enough so 
that they can talk to customers 
about them? If they don't, how 
can they do a good selling job? 


9 Resolve to do more 

"telephone selling” 
this Spring. Every salesman 
has a few customers who really 
depend on his advice. Insist 
that each one make a list of 
his customers and then employ 
his spare time during the next 
month in calling them about 
shoes he thinks they will like. 





9 Tomorrow is March Ist. 

Are you prepared for 
a big, busy Spring season? This 
would be a good day to sit 
down and review your prepara- 
tions for the next two months 
—your merchandise, your ad- 
vertising, your windows, your 
SELLING! Are you ready to 
get your share? 



























































HERE is a good idea picked up 
from Cecil Harper who is shoe 
buyer in Armstrong’s, Nashville. A 
point is made always to go to the 
sample room with the ready-to-wear 
buyers. He does this not only to 
keep in touch with what is selling 
at the moment, but to pick up the 
gossip of what is coming out later. 
Another point in this procedure is 
that both the shoe and ready-to- 
wear departments promote the same 
fashions at the same time. On the 
other hand, the ready-to-wear buyer 
picks up as many fashion hints 
from shoe styles as does the shoe 
man from the garment trade. 


OF! 


THERE is a double set of figures 
on the buying size sheet used by 
Oscar H. Manss, of Loveman, Ber- 
ger & Teitlebaum, in Nashville. 
First he takes off a composite size 
inventory of all shoes in the house. 
This is divided into two groups, 
one for welts and the other for his 
dress turns. Under these figures he 
puts down the sizes which have 
been sold during the past season. 
With this information, he feels he 
is in a position to detail sizes fairly 
accurately. 

One other good trick learned 
here was the double indexing of 
purchases. A regular card index 
showing purchases is kept in com- 
mon with the one used in most 
stores. Manss goes a step farther. 
He cross-indexes these cards so that 
he has all his customers listed by 
the size shoes they wear. This gives 
him accurate information as to how 
many sizes are old and as to just 
who bought these sizes. This is a 
great help in buying the high style 
shoes sold here. Furthermore, dur- 
ing sale time or at times when a 
few shoes need a little special sales 
jolt, customers who wear these 






By HARRY R. TERHUNE 


Field Editor, BOOT AND SHOE RECORDER 





Ideas provide the motive power that 
keeps business moving and thereby 
results in increased sales and more 
profits. Particularly the sort of 
ideas that have to do with sales 
promotion, advertising and the 
building of more satisfactory rela- 
tions between the store and its 
customer. No merchant and no 
shoe store has a monopoly on ideas. 
They do not belong, exclusively, to 
the big store or the chain group. 
In this respect every retailer, large 
or small, has an even break. For 
every man can learn from the ex- 
perience of other men. 





sizes may be phoned or written to. 

Welts run differently from turns. 
These charts show that 18 sizes ac- 
count for 57 per cent of the welt 
business, while it takes 32 sizes to 
do 76 per cent of the turn trade. 
This customer chart tells just 
where to place the other 24 per 
cent of the sizes so they will do the 
most good. For example, one cus- 
tomer whose husband is connected 
with a local shoe manufacturing 
plant buys an average of nine 
pairs of shoes each year in sizes 
41% D. 

Manss believes that he has a fool-' 
proof size buying system and as his 
method has been in operation for 
ten years with less than 100 pairs 
sold to the second hand men, it 
does seem that he is right. 

One great advantage is seen dur- 
ing sale times. When the depart- 
ment has a sale, it is a sale of odds 
and ends of styles, not a sale of 
odds and ends of sizes. If a hun- 
dred pairs of shoes are to be dis- 
posed of, they are sure to be in 
salable sizes. 


OF! 
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IDEAS 


A CERTAIN type of hard-to-set- 
tle complaint faced in most stores, 
that of a customer buying a lower- 
priced shoe than is customary and 
then expecting that shoe to give the 
same service and satisfaction as the 
grade usually worn, has been re- 
ceiving considerable attention from 
F. D. Cook of Cook & Love, Mem- 
phis. By being as diplomatic as 
possible, “Doc” Cook has adjusted 
the few complaints of this nature 
by frankly telling the customer the 
reason for this lack of service. In 
the great majority of cases the trade 
will agree and will admit the fault 
was theirs as much as it was that 
of the store’s. When a customer 
comes around to that way of think- 
ing, a long step has been reached 
in making a satisfactory settlement. 


ort 


‘P EOPLE come to us for one pur- 
pose—foot comfort,” said C. R. 
Morgan, manager of the Orthopedic 
Shoe Store in Memphis. “The first 
step in fitting is to establish confi- 
dence. We have found the best 
way to do this is through a very 
careful system of foot measure- 
ment. We measure from heel to 
toe, heel to ball, then use the ortho- 
graph. This extra time taken in 
measuring is very useful when a 
customer thinks a shoe does not fit, 
while we think the fit is correct. 
Eventually, our word is taken.” 

This is a store which always 
avoids using long or seemingly 
technical words when talking with 
the trade about fitting or foot ills. 
Even operating the orthograph is 
referred to as “taking an imprint 
of the bottom of the foot.” People, 
Morgan believes, pay more atten- 
tion to a shoe fitter who talks nat- 
urally and simply, than to a fellow 
who is apparently endeavoring to 
make a big impression. 
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THERE are a lot of things worth boasting 
about in California — including many fine 
manufacturing houses. But, when it comes 
to shoes for the feet of San Francisco, The 
Emporjum went East... for Douglas Shoes! 

The Emporium had a good reason for 
going 3000 miles across the country for 
shoes. For one thing, they wanted Douglas 
Shoes because of the Douglas ALL-LEATHER 
standard. The Emporium knows that 





Douglas Shoes give their customers the 
wear, comfort, and lasting appearance which 
leather substitutes cannot give! Further- 
more, The Emporium knows that Douglas Wms Ly 
=} 
has built up a reputation, over a half- Laka tage 
he se ee ao 
century, which is worth a fortune in itself! 
There were other things which influenced _ * Western Untom Wire from The Eeportres sans “Very onthusasic 
the choice, of course. National advertising 
was one . . . two generations of skilled union couponwill bring the doctor with more information! 
workmanship, another. Then there’s the authentic Mail it today. 
styling of Douglas Shoes . .. the down-to-earth price- 
range . . . and the Douglas policy of a profitable, W. L. Douglas Retail Prices—Spring, 1935 
worth-while mark-up! MEN’S SHOES $3.50, $4.50, $5.50 
You still have time to build a firm foundation for LADY DOUGLAS SHOES $3.50, $4.85 


; . : *MEN’S NORMAL-TREDS start at $7 
your Spring business. We believe the Douglas *LADY DOUGLAS NORMAL-TREDG................00 $6.50 


*(With patented, scientific, corrective features ) 











Franchise is the sort of Spring tonic you need. The 


DOUGLAS SHOES 


AMERICA’S FAMOUS SHOE-VALUE 








The famous price-stamp on W. L. DOUGLAS SHOE COMPANY, Brockton, Mass. 

the soles of W. L. Douglas Gentlemen: 

Shoes is a strong selling- Please have your representative call and tell me about 
point. It guarantees hon- the new Douglas Line and Policy. 

est value to your customers Name 
+ « « and guarantees your Street__ ae: 
full margin of profit. City pita Ris re 











When writing advertisers please mention Boot and Shoe Recorder 

























































> a 4 





BOOT AND SHOE RECORDER, February 2, 1935 


National Shoe 





ASSOCIATION NEWS 
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Progress Starts with the Retailer 


The N.S.R.A. is the only champion of the inde- 
pendent shoe merchant. You need representa- 
tion if you are to win this year. 


HE National Shoe Retailers Association strides into its 

25th year of progress. For a quarter of a century the 
shoe retailers of America have felt the encouraging arm of 
the N.S.R.A. in economic and political matters. 

The retailer of America looks to his national organization 
for aid whenever he is in need. He looks to the N.S.R.A. 
for new enthusiasm in style as well as for new ideas in 
merchandising. 

The retailer of America is today in greater need of asso- 
ciation representation than ever before. We are living in 
an era when economic factors are the focal point of govern- 
mental attention. 

In the various states and in Washington, industry is pre- 
senting its problem for solution by governmental experts. 
The National Shoe Retailers Association has fought to rep- 
resent the shoe retailer during governmental sessions. It 
has been a difficult task and the shoe retailer is fortunate 
that his representation is stronger in Washington than that 
of retailers in other branches of trade. 

Mr. Saul Cohn, executive vice-president of the City Stores 
Co., assailed retaildom on the whole for its stupid handling 
of its governmental representation. He says, “It seems 
incredible how little organization the merchants have and 
how unimportant their influence is in the shaping of affairs 
of the Government. Individually, the merchants frequently 
show signs of real genius, but collectively they seem to do 
a stupid job. They have failed in procuring even proper 
representation as a separate group in the machinery of the 
NRA.” 

Mr. Cohn is quite right. Retailers, as a whole, have not 
the organization and, therefore, not the representation that 
other factors in industry present at the scene of govern- 
mental trial. 

The recent wave of taxation that has swept the country 
seems to be evidence of the fact that the field of retailing 
has not the strength comparable to other factors, as manu- 
facturing and labor. 

It seems that the powers are trying to make retailing a 
non-profit institution. It seems that the final burden of tax- 
ation—e.g., the city sales tax—falls on the shoulders of the 
retailer. 

Every form of taxation brings some sort of a burden to 
the storekeeper, for decreased consumer budgets mean de- 
creased sales. 

The New Deal has proved conclusively “that the shoe in- 
dustry cannot prosper, except over the fitting stool in the 
retail shoe store.’ The National Shoe Retailers Associa- 
tion realizes that prosperity can not come unless the retailer 
has a suitable share of profits and suitable profits cannot 

come unless the retailer is ably represented at the govern- 
mental seats where legislation affecting retail operations and 
purchasing power is being enacted. 












The Merchant Mission in 1935 


Every once in a while some man of prominence in the 
industry makes the charge that the margin between manu- 
facturers’ costs and the price of shoes delivered to the cus- 
tomer is too high, the inference being that the retailer is 
either profiteering or operating inefficiently. 

Well, looking back through the years, I have no recollec- 
tion of any retailers who have made tremendous fortunes, but 
I can remember fabulous fortunes made by manufacturers. 

The shoe retailing business is a most hazardous one be- 
cause of low turn-over and great risks from the standpoint 
of changing style, unusual size schedule requirements, and 
the variety of stock necessary for customer selection there- 
from. 

In putting on original mark-ups on merchandise, the yard 
stick of ready-to-wear cannot be used, as all costs vary 
greatly. One must remember that the cost of a pair of shoes 
to the retailer is the cost delivered to the customer. The 
manufacturers price is only a component part, and again we 
must remember that a great factor regarding the retail price 
of shoes is caused by that intangible thing—Service. 

Some shoes are grabbed off of tables in subbasements. 
Others are passed out in stores, by schoolboys, as though 
they were a branded packaged commodity and not an article 
needing experienced fitting and attention. 

But there is an intelligent class of public who will not 
accept this standard of service. May we say to these so- 
called manufacturing industrial leaders that we do not be- 
lieve in the standardization of shoe-fitting service except on 
one basis, and that is on a basis of high standards, a pro- 
fessionalized service with standards comparable to those 
erected by the health professions. 


* * * 


There are standards of quality below which shoes should 
not be made. 

* * * 

This association belongs to its members. That means 
you! Every activity which it undertakes is for your pro- 
tection and to help you be a better merchant. Increasing 
its strength will, unquestionably, increase its effectiveness. 

Please bear these facts in mind when called upon to put 
some of yourself into your national association. Don’t for- 
get we, in the shoe business, have a great heritage that we 
did not pay for. So we are in duty bound to leave a better 
one for those who follow us so they can better serve hu- 
manity and in serving others we better serve ourselves. 


* * * 


You, as a retailer, must support your organization if it 
is to properly represent you. The operations of your asso- 
ciation depend directly on this support afforded by its 
members. 

* * * 

1935 may well be the most promising year in shoe history 
but it might also be, unless every precaution is taken, a 
critical year for the shoe retailer. 


JOHN J. HOLDE \ 
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Retailers Association 


Service Center For Retailers 


3022 Empire State Building, New York 
JOHN J. HOLDEN, Manager 





Attention—Shoe Retailer 


The year ahead may be the most dangerous or the most 
successful of your life of shoes. A lot depends on the ac- 
tivity of your national association. 

The National Shoe Retailers’ Association believes that: 


1. Price fixing is a backward step. 

2. Trade and discount terms must be revised. 

3. The independent merchant needs protection against the 
monopolistic tendencies of the codes. The dictates of 
the manufacturers prevent progress. 

. The movement toward increased and extended taxation 
must be stopped. High taxes prohibit retail profit. 


It is necessary for the success of your business to have a 
capable and thorough representation in national affairs. 
Grave problems face the retailer. These problems can be 
solved only through the operations of the N.S.R.A. and its 
special committees. ’ 

The N.S.R.A. is fighting your battles. You must give 
your association your support. We hope that you send your 
membership fee—but insist that you give our endeavors the 
support of your attention and experience. 





Send your membership fee immediately—if you want step 
by step reports of Governmental and economic progress 
in 1935! 





Your Association Offers: 


Step 1—Vigorous protection of shoe merchants’ interests. 

Step 2—Militant legislative action. 

Step 3—Watchful attention to tax matters. 

Step 4—Your association founded and continues its leadership of 
semi-annual Joint Style Conference. 

Step 5—Issues style reports and advance programs on men’s, 
women’s and juvenile shoes. 

Step 6—Approves the color trend. 

Step 7—Conducts the greatest annual convention of any retail 
industry in America. 

Step 8—Corrects internal trade abuses. 

Step 9—Initiates arbitration between sellers and buyers. 

Step 10—Offers 25 per cent savings to members through N.S.R.A. 
store insurance. 





Message for Members 


There may be eligible members in your city who have 
not shared support of the N.S.R.A. with you. They have 
nevertheless shared some of the benefits derived from the 
aggressive activities of your association. 

We call again upon your loyalty. May we ask you to 
contact these non-members—point to the results achieved by 
the N.S.R.A.—emphasize today’s urgent need for capable and 
thorough representation in national affairs—emphasize the 
need for more extensive support on the grave problems ahead 
—ask them to reinforce our efforts by becoming members of 
the NATIONAL SHOE RETAILERS’ ASSOCIATION. 





Firm Name 
Voting Member 


Street Address 


cities. 





APPLICATION FOR 1935 MEMBERSHIP 


National Shoe Retailers Association 


3022 EMPIRE STATE BUILDING 
NEW YORK CITY 


|/we apply for membership in the NATIONAL SHOE RETAILERS ASSOCIATION. 


Dues payable in advance $5.00 annually, plus $2.00 for each additional store operated in the same or other 


"An Association Serving the Best Interests of the Retail Shoe Trade and the Industry in Its Entirety" 


Date... 











BOOT AND SHOE RECORDER, February 2, 


Bringing in the Customers 


[CONTINUED FROM PAGE 21] 


of the advertising job, he will set up 
an appropriation to cover advertising, 
and in seasons when most of the money 
is being spent for newspaper adver- 
tising or direct mail, the windows will 
tend to be slighted because there isn’t 
enough left to do a really comprehen- 
sive window job. Yet this is likely to 
be the very time when the store should 
put its best foot forward in displays 
as well as in advertising. 

From the standpoint of actual opera- 
tion the situation is likely to be much 
the same. The big store with a full- 
time advertising manager can safely 
leave his windows to that executive and 
by so doing will be able to maintain 
the close tie-up between windows and 
ads that is so essential in successful 
modern retailing. But the smaller store 
that may employ an advertising ser- 
vice agency or a free lance ad man on 
a part-time basis will probably find it 
necessary to make another arrange- 
ment for window displays. 


Constant Attention Needed 


Unlike newspaper and direct mail 
advertising, the windows are a matter 
that must have the attention of some: 
one within the store and that atten- 
tion must be constant and unfailing, 
every day in he year. Windows must 
be kept clean, fresh and free from dust 
and dirt. A sudden change in weather 
may necessitate an immediate change 
in a window display. You may talk 
to the public through advertising when 
you have something to say and at in- 
tervals you may remain silent. But 
you can never have a vacant window 
or one which, through neglect or over- 
sight, creates a wrong impression in 
the minds of your prospective cus- 
tomers. 

Let’s assume that you have selected 
your styles, bought your shoes, they 
have been shipped and are on your 
shelves. What’s your next move in 
this game of retailing? Obviously, it’s 
to sell the merchandise you have 
bought, and not only to sell it but to 
sell it at a sufficient profit. You have 
engaged salesmen to do that selling. 
They have been trained, they know the 
shoes, they have the ability to fit feet 
and explain the merits of the merchan- 
dise. They stand at attention, keen, 
alert, well groomed, ready to go into 
action. But they are helpless unless 
there are also customers ready to buy. 
To provide the customers is your job 
as merchant or store executive. You 
must do it yourself or delegate it to 
someone who has the ability to do it, 
and even in that case you cannot es- 
cape the responsibility of following 
through to make certain it is done 
right. 

How, then, can a shoe store attract 
customers? By advertising. That’s 
one way. The printed page, the bill- 
boards that border the highway, the 


word spoken into the microphone. All 
of these things are advertising, and 
good advertising brings customers into 
stores. 

But there are other ways of bring- 
ing them in. The most important of 
these other ways is by showing the 
shoes themselves in attractive window 
settings that call attention to them, 
add to their interest and enhance their 
sales appeal. There are still other ways 
of winning customers, such as publicity 
in the newspapers that isn’t paid for 
as advert‘sing, outside activities on the 
part of yourself and your salespeople, 
the attractiveness of your store itself, 
and interesting displays of merchan- 
dise within the store. 


What Sales Promotion Means 


As we see it, the business of getting 
customers is a bigger job today than 
advertising or window displays, al- 
though these two form its main divi- 
sions. Broadly speaking, you might 
call it sales promotion, and that’s one 
of the biggest things that most shoe 
merchants will have to think about in 
1935. Sales promotion falls into its 
separate and logical subdivisions of ad- 
vertising, display, publicity and some- 
thing we might call customer relations, 
to borrow a term that some of the big 
corporations use. All of these various 
activities are interrelated with one an- 
other and with the other operating 
activities of the store, such as style 
selections, buying, stock keeping and 
actual selling on the floor. No one of 
them can well take the place of an- 
other, but meshed together in a smooth- 
ly functioning machine, they can be 
made to generate the sales power so 
essential to profitable retail operation. 


Sunshine Fashions Launched 
[CONTINUED FROM PAGE 15] 


One of the smartest ensembles was 
a tweed material in blue or yellow with 
white buck trim and matching bag. 
Again we find the moccasin influence 
here, but in a rather modified form. 
The moccasin front trim extends in a 
narrow band from the sole to the top 
of the vamp. There is a side buckle 
fastening. For a fabric shoe, this is 
ultra-smart. 

Sandals are high in popularity for 
evening. Burdine’s created a special 
last for their Sunshine Fashions which 
is a decided step forward from the san- 
dals of other years. From the same 
last they have developed shoes for gen- 
eral day wear. One “Round-the-Clock” 
model (illustrated) was shown in many 
different combinations, from linen for 
daytime wear to satin for evening. 

Sequins are in favor for evening 
wear, with matching bags of the same 
colors. All sequin sandals of course 
have matching satin heels. Many eve- 


1935 


ning sandals in a combination of gold 
and silver were shown in the Burdine 
exhibition. 

There are so many new notes in the 
shoe fashion picture that a woman has 
to provide herself with a number of 
pairs, if she is to be well dressed. The 
Sunshine Fashion Show, this year, we 
believe, gave many thousands of women 
the urge to buy more shoes and smarter 
shoes. 


Frank Brothers Open 
at Pittsburgh 


PitrsBuRGH—Mr. Arthur A. Livers, 
general manager of Frank Brothers, 
Footwear, Inc., New York, arrived in 
Pittsburgh Tuesday, Jan. 22, for the 
opening of the new Frank Brothers 
store located at 225 Oliver Avenue. 

The Pittsburgh store carries a stock 
of both men’s and women’s shoes and is 
one of the branches of this organization 
that has been enlarged this year to take 
care of a definite business increase. Mr. 
Livers thinks that the upturn in the 
fine quality shoe market is indicative 
of a much better feeling throughout the 
country, for Frank Brothers business 
has increased not alone in New York, 
Chicago and Pittsburgh, where its 
larger outlets are located, but in all 
parts of the country where representa- 
tives make regular calls. 


Better Fitting Bottoms 


LYNN, Mass.—Soles of women’s shoes 
of new construction are going to fit 
better to the bottoms of feet, for soles 
are being cut and rounded to finer di- 
mensions than formerly, or to 1/64 in., 
which is as fine as pattern makers work 
in designing uppers of shoes. Further- 
more, innersoles and outsoles are being 
cut in exactly corresponding measure- 
ments, so that the outsole must fit 
exactly to the insole, and both to the 
shoe. That means tighter bottoms, also, 
the elimination of creeping insoles, 
squeaking outsoles, and other annoy- 
ances that come when outsoles and in- 
soles fail to fit one to another and both 
to shoes. 


New Slipper Firm 


CuIcaGo—A. H. Simon has organized 
a firm known as the Betty Slipper 
Company, with headquarters at 2012 


East Seventy-first Street, Chicago. 
More than 50 styles are carried in 
stock on the floor, and business thus 
far has been highly gratifying, ac- 
cording to Mr. Simon. 


New Shoe Firms 

STONEHAM, Mass.— The Stoneham 
Shoe Co., making welts, and the Scutt 
Co., making adhesive process shoes, 
are starting in the factory that was 
formerly operated by the Publix Shoe 
Co. 
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On Camp Moccasins 


Hard to convince, these dominant males, where a new style is con- 
cerned. But steady customers once they’re satisfied of comfort and 
quality. 


Men and Boys Vote 


Camp moccasins have sold themselves to men and boys because they’re 
comfortable and give long, satisfactory service. Waterproof, sturdy 
and flexible, they are ideal for camp, sports and beach wear. 


Consolidated has the largest line of INSTOCK camp moccasins in the 
country. The finest, too. Every moccasin is sewn by hand. Boys’ Sizes: 
1 to 6, to retail from $1.49 to $3.49. Men’s Sizes: 6 to 11, $1.69 to $3.95. 
Capitalize on the wide acceptance of camp moccasins this year and 
enjoy the profits and sales volume this fast selling item will bring you. 


CONSOLIDATED SLIPPER CORPORATION 


BOMBAY, NEW YORK 
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Los ANGELES, CALIF.—All-white 
shoes will be away out in the lead this 
summer in southern California and 
will assume that lead a little earlier 
than ever before. 

That is the first of a group of con- 
clusions arrived at by leading shoe 
travelers who convened for the Fourth 
Semi-Annual Exposition of the Shoe 
Travelers’ Association of Los Angeles 
at the Biltmore Hotel in Los Angeles, 
January 16, 17, and 18. 

“It looks like one of the whitest of 
white summers!” says one well known 
traveler who sells one of the best 
known quality lines on the west coast. 

It seems apparent from develop- 
ments and from buying trends at the 
exposition that white and brown com- 
binations will take second place and 
white with blue take third. White and 
black is apparently pretty well out of 
the picture. 

That is the first big picture in the 
style story. 


Attendance Excellent 


Joe Kalisky and Ned Dreyfus, pres- 
ident and secretary of the association, 
both report the exposition to have been 
the best attended and reflective of the 
best spirit of optimism of any exposi- 
tion in the city since the advent of 
the well known depression. “Buying 
was more spirited,” says Mr. Kalisky, 
“and manufacturers, jobbers, and re- 
tailers, as well as travelers, seem now 
all to be looking ahead with something 
of a sparkle in their eyes. They see 
better times ahead.” 

Between 85 and 90 exhibitors took 
space to show their samples, one entire 
floor of the hotel being reserved for 
the travelers. A noticeable feature was 
the increased number of Los Angeles 
manufacturers, the city rapidly coming 
to the front in the last few years in 
the manufacture of sport shoes, espe- 
cially “slacks.” 

The closing banquet and dinner 
dance in the main dining hall on the 
evening of January 18 drew approxi- 
mately 250 people, including shoe trav- 
elers, retailers, manufacturers, jobbers 
and their wives. There was no formal 
program of speeches this year and no 
fashion show at the banquet, but Mr. 
Kalisky as presiding officer introduced 
several well known shoe men. 


Reverse Color Combination 


The reverse color combination espe- 
cially in women’s shoes was conspicu- 


ous in practically all leading displays, 


especially brown shoes with white sad- 
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All-White with Variations Forecast 


Consensus of Shoe Travelers Who Met in 
Los Angeles for Semi-Annual Exposition 


Joe Kalisky, president of the Shoe 
Travelers Association of Los Angeles, 
and Harry L. Cochran, past president, 
greeting each other in front of the 
Biltmore Hotel, Los Angeles, before 
the opening of the Fourth Semi-Annual 
Exposition sponsored by the Associa- 
tion. 


dles. Saddles are in so strong this 
season that this combination is easily 
worked out. 

The use of the zipper in sport shoes 
was also in line for attention. The 
travelers all prophesied an increasing 
vogue for this device. 

Gray was present among the minor- 
ity shades and met with some favor 
from buyers, while pastel shades of 
tans in men’s shoes drew more than 
passing attention. One jobber said his 
sales in these colors were the surprise 
of the week for him. 


Kid Strong Among Materials 


Kid leather showed up strong in 
practically all displays, as did also 
white buck. Linens are definitely in 
the picture in their various variations. 
One factory representative was sur- 
prised at the demand for linens in his 
booth. 

Among patterns the 4-eyelet oxford 
in women’s dress shoes led and 2-eyelet 
ties were second best. Step-in effects 
and plain pumps followed closely as 
ambitious runners-up. 

The T-strap which had lost prestige 
during the season just past among san- 
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dal effects seems to have staged a re- 
markable come-back. 

Generally speaking while all popular 
forms of decorative effects were in evi- 
dence in practically all displays yet the 
move toward plainer shoes for women’s 
dress was mentioned by most of the 
leading exhibitors. Toes are slightly 
more modified than they were last sea- 
son and heels range from 16-8 to 18-8. 
The all-leather heel especially among 
sport types and spectator has gained 
ground. 


Cut-Out Sport Shoes for Men 


An innovation in men’s sport shoes . 
is the extreme cut-out effects. Not 
only were there many numbers with 
large ventilating port-holes scattered 
all over the vamps and quarters, but 
many on the sides were slashed to 
the soles. It seems apparent that Cali- 
fornia men are determined to be as 
comfortable as possible this summer. 

“I was more than satisfied with the 
exposition as a whole,” says Mr. Ka- 
lisky, “and now we are looking forward 
to a season of prosperity and also to 
our next exposition early in June.” 


Congratulations to Cobb 


NEw YorK—The appointment of 
William J. Cobb, formerly of Atlanta, 
Ga., to be vice-president of Melville 
Shoe Corporation, the country’s larg- 
est shoe retailing organization, has 
been announced by Ward Melville, 
president. 

Mr. Cobb has been merchandise di- 
rector and assistant to the chairman of 
the board of the company for the last 
six years. Prior to this he was for 
seven years connected with Associated 
Merchandising Corporation, large buy- 
ing organization for department stores, 
in the capacity of buyer and merchan- 
diser of men’s and boys’ shoes, and 
previously he was men’s and boys’ shoe 
buyer for Lord & Taylor, New York 
department store. 

In announcing the appointment to 
the company, Mr. Mellville said there 
would be no change in Mr. Cobb’s 
duties, except that he would take over 
in addition to his merchandising activi- 
ties general supervision of the head- 
quarters’ staff and its activities. 

Other officers and directors of the 
Melville corporation are: 

Frank Melville, Jr., chairman of 
the board; Ward Melville, president; 
William Fitch Allen, vice-president; 
Elbert R. Allen, treasurer; Joel E. 
Fisher, secretary; Cyril J. Richards, 
assistant treasurer; Frederick S. Little, 
J. Franklin McElwain, Joseph L. Mer- 
rill and Harry Eliot Robinson. 
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PIN SEAL OXFORD AND PUMP STYLE 
—A perfect reproduction of a well-fitting shoe. 


ENGLISH GRAIN ZIPPER — Exact repro- 
duction of English Grain Calf. 


MISSES’ & CHILD’S ZIPPER—Reproduces 
Pigskin perfectly. Easy for a child to put on 
and take off. 


MEN’S SHUGLOV OXFORD—Style for the 
first time in men’s rubbers! The rubber and 
leather shoe look almost alike. 





OODRICH has always been 

a leader in providing rubber 
and canvas footwear with the 
kind of features people want. Take 
Shuglovs, for example— 


*The first rubber galosh was a 
Shuglov—created in 1926 to meet 
the consumer demand for lightness 
and better fit. 


*Shuglovs head the line of original 
zippers—galoshes which are easier 
to put on and take off—a modern 
convenience women appreciate. 


* Exact reproductions of leather and 
reptile skins in galoshes originated 
in Shuglovs—providing smarter style 
and better appearance which women 
desire. 


*Shuglovs are always sold under 
a special sales policy with sug- 
gested minimum retail prices— 
which allow the dealer substantial 
mark-up and profits. 


Tue B. F. GoopricH Footwear Div. 
Watertown Massachusetts 


Branches at Atlanta, Ga., Baltimore, Md., Boston, 
Mass., Chicago, Ill., Cincinnati, O., Cleveland, O., 
Dallas, Tex., Denver, Col., Detroit, Mich., Kansas 
City, Mo., Los Angeles, Calif., Minneapolis, Minn., 
New York, N. Y., Philadelphia, Pa., St. Louis, Mo., 
Salt Lake City, Utah, San Franciseo, Calif., Seattle, 
Wash., Syracuse, N. Y. 


G 


THE NAME GOODRICH ON 32,000 PRODUCTS IS RECOGNIZED AS A MARK OF 
QUALITY TO THE CONSUMER—AND A SYMBOL OF PROFIT TO THE DEALER 
This is one of a series of advertisements giving many reasons why it will be to your advantage to stock and sell Goodrich Rubber Footwear. 
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List Price 5600 


Dozen Pairs 





Retail Price $100 


Pair 


WIZARD 







on customer 


PAT. OFF. 
The world’s smoothest shoe salesman 


There’s a new and highly successful T.O. (turnover) operat- 
ing in several thousand shoe stores. It’s the T.O. to Trim- 
foot, the world’s smoothest shoe salesman. 


Trimfoot is a dainty device that almost magically relieves 
‘ the torture of metatarsal pains and callouses. It fits smoothly 
and unobtrusively into the lightest shoes. 


Whenever a walk-out is threatened because metatarsal and 
callous pains are interfering with a comfortable fit, the in- 
troduction of Trimfoot works wonders. The sale is saved, 
and a prospective “knocker” is converted into a loyal “boost- 
er” for your shoes and service. 


YIELDS TWO PROFITS 


In addition to the profits from the shoe sales it saves, Trim- 
foot yields a nice profit of its own, as it provides a 100% 
mark-up. 


Any intelligent salesman can fit 
Trimfoot in a few seconds. Sim- 
ply try it in the shoe to check 
correct position —then pull off 
paper protecting the adhes:ve— 
and apply. Once inserted, it be- 
comes a permanent part of the 
shoe— its presence known only 
to the wearer. 


Remember: S/ip inTrimfoot and save thesale. 


Prove its value. Order a few trial 
pairs now. Write today for a Free 
booklet —"'Here’s How.” 


ST. LOUIS, MO. -* 
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Fix Your Losses 


to Insure Your Profits 
[CONTINUED FROM PAGE 17] 


wear a pump or strap—well, we may 
switch her to a step-in, but she def- 
initely knows what an oxford is—and 
we should have it. 

And leathers—our customer wants a 
kidskin — something soft —she knows 
what she wants—well, you may sell 
her a fabric, but you should have a 
kidskin. 

And now for color—our lady wants 
grey—wants it for a definite costume. 
You may sell her blue, but she knows 
it’s blue—and you should have grey. 

Now before I draw my conclusions, 
please understand that with 1600 pairs 
of shoes in stock or many more times 
1600, you can’t have everything that 
a customer wants and knows she wants. 
I’m making these statements to bring 
out one major point. 

When a customer needs a certain 
size—she should get it, and that lost 
sale hurts. 

When she needs an oxford — she 
should get it. 

When she wants kidskin—she should 
get it. 

When she wants grey—she should 
get it. 

But when she wants that 5B in a 
grey kidskin oxford with two rows of 
stitching around the throat instead of 
one, she shouldn’t get and doesn’t want 
it. 

When she wants two cut-outs in the 
quarter instead of one, she shouldn’t 
get and she doesn’t want it. 

When she wants the piping to be of 
medium grey instead of dark grey, 
she shouldn’t get it, and doesn’t want 
it. 

My yesses and noes are based on the 
fact that size fit, type, color, material 
are basic, the others purely personal 
taste. 

What do we do however when we 
buy shoes. Do we think enough, do we 
analyze enough, the basic demands of 
that 5B customer, or do we spend our 
time helping the manufacturer design 
his shoes. 

Don’t misunderstand me—by all 
means pick out what, in your mind, is 
the prettiest shoe—50 per cent of your 
salesmen and 50 per cent of your cus- 
tomers will disagree with you, anyhow. 

But no salesman—no customer will 
disagree with your selecting of right 
sizes, right lasts, right types, wanted 
leathers and fashionable shades—their 
only disagreement comes in the style 
that is added on, not built in. 

Fix your losses when you start your 
season! 

Stick to the last and types your own 
customers demand—stick to your man- 
ufacturer. 

Lastly—don’t be a style creator, fol- 
low the fashion—don’t lead it. And 
after doing all these things be certain 
you’re making a profit. 
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What's Doing In the Shoe World 
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Smashey Heads Middle AtlanticGroup 


Size of Orders at Convention Averaged Larger 
Than in 1934, Despite Smaller Attendance 


ATLANTIC City, N. J.—Following the 
concluding session of the Middle At- 
lantic Shoe Retailers Association con- 
vention, the Board of Directors met at 
Hotel Madison January 23 and elected 


1. C. SMASHEY 
the following association officers for 
the coming year: 

President, I. C. Smashey, Bridgeton, 
N. a 

First vice-president, 
Wilkes-Barre, Pa. 

Second vice-president, C. Fred Bikle, 
Hagerstown, Md. 

Third vice-president, B. W. Shaub, 
Lancaster, Pa. 

Treasurer, Milton M. Bendheim, Wil- 
mington, Del. 

Secretary and managing director, 
Cal J. Mensch, Philadelphia, Pa. 

Mr. Smashey, the new president, is 
the head of a business that celebrated 
its 100th anniversary in 1928 and is 
said to be the oldest retail shoe busi- 
ness in the country, with a single ex- 
ception, that has been operated con- 
tinuously by a single family for that 
length of time. It was founded by 


Roy Walter, 


James Smashey, who moved from Phila- 
delphia to Salem, N. J., in 1828. At 
the present time the firm operates two 
stores, located in Salem and Bridge- 
ton, N. J. The late John M. Smashey, 
whose death occurred May 28, 1934, 
was prior to that time associated with 
I. C. Smashey in the ownership and 
management. I. C. Smashey has been 
active in the promotion of the Middle 
Atlantic Shoe Retailers Association, 
having served as a director and as 
chairman of the Program Committee 
for the recent convention. 

Average orders placed by shoe deal- 
ers attending the convention were 
larger than in the past four years, de- 
clared Cal J. Mensch, secretary and 
managing director. 

This increase was seen by Mr. 
Mensch as a corroboration of predic- 
tions made by officers of the associa- 
tion when the convention opened that 
1935 would bring substantial increases 
in unit sales. However, he pointed out, 
the total volume of business transacted 
at the convention was lower than 
usual, due to the fact that attendance 
was small. This fact he attributed to 
the unfavorable weather prevailing 
throughout the convention. 

The diminished attendance, Mensch 
said, was no doubt in some degree re- 
sponsible for the increased average 
sales, as buyers and salesmen had more 
time for individual sales discussions. 





DATES TO REMEMBER 


Indiana Shoe Buyers Week, Claypool Ho- 
tel, Indianapolis .... Feb. 10, 11, 12, 1935 


Southwestern Shoe Travelers Annual Meet- 
ing, Hotel Texas, Fort Worth, Tex., 
Feb. 2, 1935 


Texas and Oklahoma Shoe Retailers Asso- 
ciation Convention, Fort Worth, 
Feb. 4, 5, 6, 7, 1935 


Nebraska Shoe Retailers Association An- 
nual Convention, Cornhusker Hotel, 
Lincoln, Neb. Feb. 19-20, 1935 





Atlantic City was again considered 
by the Board of Directors, with four 
other cities, as a meeting place for the 
next convention. No decision will be 
made until April, it was announced. 
The other cities in the running are 
Philadelphia, Baltimore, Washington 
and Pittsburgh. 


Nebraska Shoe Retailers Con- 
vention, February 19 and 20 


LINCOLN, NEB.—The annual conven- 
tion of the Nebraska Shoe Retailers’ 
Association will be held Feb. 19 and 20 
at the Cornhusker Hotel in Lincoln, 
Neb. The large number of registrations 
of shoe lines which have already been 
made for exhibition purposes insure in- 
teresting shoe displays for the benefit 
of visitors. 

Impending legislation promises to 
be a chief topic of interest for many 
retailers. The proposed tax on retail 
sales and the proposed bill for a tax 
upon chain stores will occupy the at- 
tention of the shoe men during their 
business session on Wednesday morn- 
ing. 

T. F. James, general sales manager 
and vice-president of the Brown Shoe 
Company, St. Louis, who will address 
the convention, is familiar to most of 
the shoe men in the Middle West. He 
started his shoe career as a traveling 
salesman for the Brown Shoe Company, 
becoming general sales manager in 1918 
and later vice-president in charge of 
sales for the same company. He will 
talk to the retailers upon the future 
of shoe business and what it has in 
store for the retailers. Tuesday after- 
noon and evening, Feb. 19, will be de- 
voted by shoe men to inspection of sam- 
ple rooms and exhibits, with a banquet 
at 6.30. The address, round table dis- 
cussion and business meeting, together 
with the election of officers, will be held 
on Wednesday morning, Feb. 20. 

Officers of the Nebraska Shoe Retail- 
ers’ Association are: Fred N. Wells, of 
Lincoln, president; Paul Kernan of 
Hastings, vice-president and conven- 
tion chairman; Victor Rogers of York, 
chairman of the convention committee; 
Ferd Anderson of Wahoo, chairman of 
legislation and resolution committee; 
and Dan Haney of Lincoln, chairman 
of reception and entertainment commit- 
tee. 
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Pump Window Gets Attention 


BARTLESVILLE, OKLA.—The Frank 
Johnson store here recently attracted 
a great deal of attention by the use of 
an effective window display of “Tango” 
pumps. This is one of the growing 
lists of good shoe stores which does 
not believe in having sales. It is three 
years since the last sale has been held, 
with none in prospect. 





Mr. Johnson believes that the show- 
ing of new goods and interesting win- 
dow promotions stimulate business 
much more effectively and permanently 
than the having of sales. 

“A careful buyer does not have to 
have a sale,” he says. Knowing the 
trade is more than half the battle is 
his theory. 





Grand Street Golden Jubilee 


BROOKLYN, N. Y.—The Grand Street 
Business Men’s Association, Inc., cele- 
brated its golden jubilee with a dinner 
at the Belvedere Mansion, 654 Bedford 
Avenue, Brooklyn, on Sunday, Janu- 
ary 27. 

Newly elected officers for the year 
1935 were installed, as follows: Paul 
Greenblat, president; Irving Moss, vice- 
president; Benjamin Weill, treasurer; 
Morton Levy, financial secretary; Nat 
Mass, recording secretary. 

‘Hon. Benjamin Weill was re-elected 
Mayor of Grand Street. 

Among the guests at this dinner 
were Alderman J. J. McCusker, Assem- 
blyman Ralph Schwartz, leader of the 
District J. Petrucelle, Congressman P. 
Pheiffer, also Attorney Charles Trei- 
brich. 

During our Golden Jubilee celebra- 
tion the association ran a sale and 
merchants gave away 300 gifts to the 
holders of lucky numbers. 


Capital District Merchants Meet 


Troy, N. Y.—The Capital District 
Shoe Retailers Association held a regu- 
lar meeting here January 22, with 43 
members present. Association business 
was transacted and an interesting ad- 
dress was given by R. A. Swart, podi- 
astrist, of Troy. An enjoyable enter- 


tainment program followed. The re- 
ports showed the association to be in a 
flourishing condition and the interest 
in its activities is an evidence of the 
useful work which the organization 
carries on in behalf of its membership. 

Resolutions were adopted on the 
death of State Director W. S. Ocker 
and also on the death of Mrs. James 
Lindsay, wife of James Lindsay, one 
of the directors of the Capital District 
association. 


Herold Bertsch Co. 
Steps Up Production 


GRAND Rapips, Micu.— Additional 
machinery has been installed by the 
Herold Bertsch Co. to increase produc- 
tion of fine grade shoes, which the 
company now manufactures, having 
discontinued making work shoes some 
time ago. 

Under this new production plan it is 
proposed to make at least 1,000 pairs of 
shoes a day. Last year the company 
materially increased its sales. 

Clarence H. Raub, formerly with the 
Conrad Shoe Co. of North Abington, 
Mass., has taken the position of vice- 
president in charge of styling with the 
Grand Rapids company. A. J. Fecht 
is vice-president in charge of pro- 
duction. 

H. A. Forson is president of the com- 
pany, his name being applied to Forson 
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Shoes. The company, which has been 
manufacturing men’s shoes since 1892, 
now employs 110 workers—mostly 
skilled labor—and operates throughout 
the year. 


Doubles Charity Drive Quota 


New York—In the recent charity 
drive by the Citizens Family Welfare 
Committee, the shoe and leather indus- 
try exceeded its quota by 110 per cent. 

Sixty-four new subscribers contrib- 
uted to this splendid charity and all 
departments of the industry were well 
represented. There were shoe manu- 
facturers, shoe retailers, leather manu- 
facturers and shoe wholesalers. 

The committee representing the Shoe 
and Leather Division consisted of the 
following: W. D. F. Gibson, vice-pres- 
ident of E. P. Reed & Company, chair- 
man; Wm. H. Schmidt, credit execu- 
tive of Morse & Rogers; Sydney New, 
formerly of the New Castle Leather 
Company; Fred Pearlberg, of the Dia- 
mond Shoe Company; Arthur Livers, 
general manager of Frank Bros.; 
Louis Sachar, buyer of shoes for Stern 
Bros. ° 


Snap and Color 


HoLtywoop, CaLir.—Bruce William- 
son of the French Bootire Studio, 6916 
Hollywood Boulevard, is having good 
luck with a line of sport shoes in bril- 
liant color with the tongues and laces 
in a contrasting brilliant color, the 
tongue projecting well above the top 
of the shoe, the upper edge pinked like 
a miniature shawl. 

Attractive combinations of this kind 
taking well in Hollywood are black with 
red tongues and red laces, green with 
brown tongues and laces, and blue with 
red tongues and laces. The shoes come 
in suede and with either leather or rub- 
ber soles or heels or with a leather sole 
and rubber heel. Some very smart 
effects are accomplished when costumes 
to match in colors are worn with these 
shoes. 


Heads East on Buying Trip 


Satt Lake City, Utan—S. M. Solo- 
man, buyer for the Paris Department 
Store’s Shoe Department, 28 East 
Broadway, left on the 5th of January 
for Boston, St. Louis, Chicago and 
New York on a three weeks’ buying 
trip. 


Business As Usual 


PHILADELPHIA, PA.—The Bett Shoe 
Co. of this city, whose stock warehouse 
was damaged by fire a short time ago, 
announced that they are continuing 
business without interruption in their 
temporary headquarters at 109 N. 
Fourth Street, until the restoration of 
their building. While considerabl: 
damage was done to stock by the blaze 
they have been enabled to take care of 
their orders without inconvenience t« 
their customers and are getting in nev 
goods every day. 
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Sell 


CEMENTED 
SHOES 


that maintain your 


reputation ! 














ODAY more than one-third of 

the women’s shoes sold in the 
average shoe store have cemented 
soles. And, since the introduction of 
this improved method of manufac- 
ture, more than 103,000,000 pairs of 
shoes, cemented with du Pont ce- 
ment, have been sold and worn—real 
tribute to progress and improvement. 


This remarkable success has been 
made possible by mechanical in- 
vention, plus chemical research 
and development. When a prac- 
tical machine was developed for 
applying soles with cement, du Pont 
quite logically was called upon to 
develop the adhesive most per- 


fectly suited to the requirements. 

With a record of service to the 
leather industry of over a quarter of 
a century, and with its broad ex- 
perience in chemical research in 
many fields, it was but natural that 
the du Pont Company should pro- 
duce for the shoe industry the ideal 
cement—strong enough for perma- 
nent adhesion, “‘live’’ and resilient 
for utmost flexibility. The develop- 


. ment of this cement was an essen- 


tial factor in the tremendous growth 
and success of the cemented shoe. 


@U PONT 


E6.U.$. DAT.OFF. 


In considering the many advantages 
of this type of shoe construction, 
remember this: A cement sole 
shoe can be only as good as the 
adhesive which holds it to- 
gether. So we say: “‘Buy only shoes: 
cemented with du Pont cement, to’ 
maintain the reputation of your 
store for style and quality.” 

A group of one hundred and 
forty-one shoe manufacturers, 
served by the Compo Shoe Machin- 
ery Manufacturing Company, are 
today using du Pont Cement, be- 
cause they have learned by experi- 
ence that du Pont quality can be 
depended on. 


E. 1. DU PONT DE NEMOURS & CO., INC., FINISHES DIVISION, WILMINGTON, DEL. 
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Business 


in PHILADELPHIA 


YOU men who recog- 

nize good values in- 
stantly have labeled 
The Vendig a "good buy 
in Philadelphia" — and 
this is why! 


o/NEW and MODERN— 
225 large outside rooms each 
with bath, ceiling fans and 
window screens. 


»/MODERATE PRICE— 
single from $2.50, double 
from $4.00, and sample rooms 


from $5.00. 


,/CONVENIENT — one 
square from Reading Terminal 
and Broad Street Station. 


HOTEL 
VENDIG 


13! & Filbert Sts. 
Philadelphia, 
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New Store Near Old Site 


Pictured above is the new W. L. Douglas 
retail store recently opened at 305 Washington 
St., Boston, opposite the Old South Church. 

Just 41 years ago ex-Governor William L. 
Douglas opened his first retail shoe store. It 
was located on City Hall Avenue, Boston, just 
a stone's throw from this newest Douglas store 
which embodies the very latest in modern 
shoe store architecture and equipment. 

What appears to be a window on the left 
of the entrance is, in reality, a large mirror 
with a small, alcove display window between 
it and the entrance. The main window has 
walls which give the effect of having been 
paneled in hardwood. The same treatment is 
used in the store interior from the floor to a 
point about half way to the ceiling. Upper 
wall and ceiling are finished in a silver tone 
with bluish cast. 





Thirtieth Anniversary 


Oconomowoc, Wis.—O. P. Albert, 
pioneer shoe dealer of this city, is this 
year celebrating his thirtieth year in 
business. He started in business right 
after the turn of the century in a 
modest little store. Today, he has a 
fine modern store that does an excel- 
lent business. Mr. Albert says that he 
has found that his mimeographed ad- 
vertising sheets which he issues about 
once every two weeks bring him con- 
siderable business. 

The cost of issuing such sheets is 
very small and a few sales soon pays 
for the expense. Furthermore, it is 
an excellent way to keep in touch with 
prospects and customers, he believes. 
Consistency of appeal is maintained 
throughout twelve months of the year. 


Leases Factory 


Passaic, N. J.—Standard Footwear, 
Inc., has taken a lease for a term of 
years on the plant owned by the P. H. 
Company of New York. Standard 
Footwear will occupy two floors, or 
about 35,000 square feet of floor area 
of what was formerly No. 4 building 
of the Passaic Worsted Company 
plant. Standard Footwear will use the 
property principally for the manufac- 
ture of a general line of slippers. 
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New Advertising Plan 


Los ANGELES, CAL.—The Wetherby- 
Kayser Shoe Company is placing its 
first advertisements in Vogue, fashion 
magazine, this Winter, the thought 
being to acquaint Eastern residents 
and others in various parts of America 
with the Wetherby-Kayser stores so 
that they may be reached more readily 
when wintering in southern California. 
This is one of the first shoe stores on 
the west coast to use this type of ad- 
vertising. 


Immediate Orders Increase 


LYNN, Mass.—A sizable increase in 
orders for immediate delivery since the 
first of the year is reported by some 
firms here, and they take it as a sign 
that stocks in seasonal shoes have been 
sold down low in a number of stores 
so that replacement is required. These 
immediate orders precede orders for fu- 
ture delivery as booked at the style 
shows. They’re put through the fac- 
tories on “rush” tags. 


Leather Exports Increase 


Boston, Mass.—The Federal Nation- 
al bank of Boston says in its recent mar- 
ket letter: 

“Feed shortage in cattle states has 
forced the government to reopen its 
puying campaign, and indications are 
that something under 1,000,000 head 
may be bought, bringing the total pur- 
chases up to about 8,500,000. American 
hide prices are under world markets, 
and our exports are increasing.” 


Altman Bros. Expand 


CINCINNATI, OHIO—Altman 
Brothers, well known as producers of 
footwear in Cincinnati for many years, 
have moved from 25 West Pearl Street 
to their new home at 308 Vine Street, 
where they will have an entire building, 
doubling their present floor space. 
Edward E. Altman and I. Altman, two 
very energetic brothers, have seen their 
business steadily grow in size until 
now they are very much in need of this 
enlarged capacity. 


Detroit Store Robbed 


DETROIT, MicH.—The A. S. Beck Shoe 
Company found their main store at 1424 
Woodward Avenue robbed Saturday 
night of an unknown sum of money, the 
gross of Saturday’s business. Burglars 
broke into the store and took out the 
safe and contents intact, evidently plan- 
ning to open it at their leisure. The 
manager was glad they didn’t take the 
store as well. 





A New Jersey tanner has obtained 10,000 
wolf skins, and a Brooklyn shoe manufacturer 
has contracted to take all the leather he can 
make of them. It is said that the skins came 
from Siberia. 
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FOR PARTY WEAR FOR SPORTS WEAR 


tHE Poll Parrot tine 
IS a complete line 


It is not necessary for the Poll Parrot dealer to “go 
shopping” for juvenile shoes, for from this one com- 
plete, well-known and well-advertised line, he can select 
all the kinds and types to round out a complete stock. 
Welts, Turns, light McKays and Stitchdowns are carried 


in stock in a wide range of styles, widths and sizes. 








ROBERTS -JOHNSONS RAND 


Branch of international Snoe Co 


ST. LOUIS, MO. 


MAKERS OF ALL-LEATHER SHOES FOR ALL THE FAMILY 





When writing advertisers please mention Boot and Shoe Recorder 
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Shoe Trees 


O66 AE 


QUICK PROFIT ITEM + 50) 


MPLEX SHOE TREES 


SELF ADJUSTING) A 
A Gentle Squeeze aioe 
Inserts or Removes sade hee 


WRITE FOR ae Sinple 


UNIQUE 
SALES PLAN SHOE TREE 1 CO. 








RE 
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Dancing Shoes and Taps 


LO 6 EE 


FREE Taps 


Write for samples of 
lowest priced quality tap 
in America. A product of 
SELVA & SONS, Inc., 
Dept. B, 1607 B’way, 
N.Y. 
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Hosiery Protectors 
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AN aA 





PRONOUNCED WALK-EASY 


Stocking Protectow 


are SEAMLESS 
and SMOOTH 






in the 
ORDER ‘FROM 
YOUR JOBBER 
Manufactured by 
Onondaga Hide & Leather Co., Syracuse.N. Y. 

















Hub Shoe Co. Expands 


Boston, Mass.—The Hub _ Shoe 
Company, of which Francis B. Master- 
son is head, has leased all six floors of 
the building at 63-65 South Street, this 
city, a portion of which the company 
has used for a number of years. Mr. 
Masterson says the expansion has been 
made necessary by increased business 
and that the additional space will be 
used almost entirely to take care of the 
largely increased stock which he plans 
to carry on the floor. 





Los ANGELES, CAL.—The fine shoe 
department in Bullock’s- Wilshire, 
premier exclusive department store, is 
showing a larger and finer collection of 
navy blues than has ever before been 
shown in the store. The demand for 
this color in various materials is very 
keen right now and is expected to re- 
main keen for some weeks to come. 

In the collection are tailored fabrics, 
new stitched and punched leathers, soft 
kids, suede combinations, among dress 
shoes, while the same color is shown 
in abundance among the spectator and 
semi-sport numbers. 

Among outstanding creations, in- 
dividual with this store, the following 
numbers are worth special mention, 
all in navy blue: 

An afternoon pump in kid, plain and 
neatly tailored, priced at $12.50. 

A medallion pump in blue kid, 
threaded with ribbon, and priced at 
$13.50. 

A pin-tuck tailored pump in very 
soft kid, an outstanding number among 
the blues and styled to satisfy a spe- 
cial demand from customers long par- 
tial to the tuck motif. This number 
is priced at $16.50 and is more or less 
a staple number. 

A “nip-and-tuck” plain tailored kid 
used mostly for sports wear. The rather 
weighty effect is produced by punching 
the leather before the tucking is done, 
the holes by this method taking little 
semi-circular nips out of the tucks. 
This number is shown both in a rather 
plain tailored pump and in a three 


| eyelet tie oxford, in either case the 
| price being $16.50. 


A street wear tie in kid with punch- 
work trim, both tip and fox being 
punched. This number, almost a step- 
in in appearance, sells at $12.50. 

Among the fabric numbers a leader 
is a navy blue gabardine oxford with 
a woven side trim, a narrow strip of 
leather being worked into this trim. 
This is a three-eyelet, plain toe num- 
ber and is priced at $15. 

Another fabric oxford, four-eyelet, 
much in demand among sport shoes, is 
one in navy Suva cloth with a fish-net 
trim, practically the whole vamp and 
side being of this latter material. This 
popular number sells at $13.50. 

The ultra-stitched effect is shown in 
a smart navy kid, extremely plain, 
patent heel, and intended especially for 
afternoon wear. This is priced at $15. 

Suede is found in one very popular 
number, a pump where suede com- 
bines with kid to give a very stunning 
touch to the vamp and whole upper 
edge of the shoe, a line or two of con- 
ventional stitching adding a very con- 
servative but smart effect. This num- 
ber is also priced at $15. 

The “glove-type” pump also has a 
place in the beautiful collection of 
blues at Bullock’s-Wilshire. This num- 
ber is plain, close fitting, soft kid, two 
rows of blue buttons, resembling glove 


Blue Strong in Los Angeles 
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buttons, giving a very decided glove- 
like appearance. 

Blue has also appeared with the airy 
touch of Summer about it, the show- 
ing of new resort numbers where it 
serves as the snappy, contrasty trim 
for elegant white buck leather. These 
numbers right now have a special dis- 
play location. 


New Race Track Builds 
Volume in Spats 


Los ANGELES, CAL.—S. F. Smythe, 
buyer for the fine shoe department in 
the Bullock’s Men’s Shop in the down- 
town store, is going in strong for spats 
since the big race track opened for 
business at Santa Anita. The sale of 
spats indeed has increased several hun- 
dred per cent. 

Spats have never been popular in 
the West and the way to sell them 
is to remove the wearer’s self-con- 
sciousness, Mr. Smythe thinks. The 
race track motif is played up in the 
department through the use of cards 
and one table is devoted quite largely 
to the display of spats in combination 
with neighborly accessories. A spat is 
fitted to a shoe and the other spat is 
laid beside the shoe, while a cane and 
derby hat are jauntily tied up with 
showing. 

Santa Anita has increased the de- 
mand for pearl gray and fawn in spats 
more noticeably than other colors, but 
linen in the natural is also proving 
popular. 

“We began showing spats in greater 
number about two weeks before the 
first races were scheduled, and about 
that time also,” says Mr. Smythe, “we 
began ‘taking it for granted’ that a 
man buying shoes would like spats. 
The fact that people see others wear- 
ing them now is rapidly removing self- 
consciousness. 

“The average price per pair for the 
spats we sell is $3.00 and $3.50. I 
think this business has come to stay, 
thanks to the influence of the big race 
track promotion which is _ bringing 
spat-dressed sportsmen from all parts 
of America.” 


Department Triples in Size 


HUNTINGTON ParRK, CAL.—The sho« 
department in Lee’s Outfitting Com- 
pany, Ltd., 6511 Pacific Boulevard, fo: 
which H. H. Van Bentheysen is buyer, 
has completed improvements that have 
tripled the area of the department in 
the last year. The improvements in 
clude 18 new modern type chairs and 
considerable shelving. Plans alread) 
afoot will double the area again withi: 
a very short time. Sales have in 
creased several hundred per cent i) 
the last two years and floor men ar 
constantly being added. 
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Joseph M. Robinson, Square 
Deal Shoe Man, Passes 


By ORVILLE ROMIG 


KANSAS CiITy-—Joe Robinson of 
Kansas City is dead. His passing took 
from the ranks of the shoe retail world 
one of its greatest exponents of just 
dealing with both shoe consumer and 
shoe wholesaler. In his store no cus- 
tomer ever made complaint which did 
not get equitable adjustment; no shoe 
wholesaler ever had unjust complaint 
made to him by Joe Robinson. 


JOSEPH M. ROBINSON 


The wonderful business of the Robin- 
son Shoe Co. was builded on the solid 
foundation of quality and accurate 
knowledge of shoes and service. Only 
properly fitted shoes ever went out of 
the Robinson store except on very rare 
occasions. Misfits were always re- 
placed by new shoes when Joe Robin- 
son made investigation. 

The Kansas City Star of Jan. 22 told 
an accurate story of Joe Robinson’s 
start at the age of 40 and of his rise 
to wealth. It did not tell all. He owned 
and operated six high-grade shoe 
stores and in addition he owned and 
managed a 1400 acre farm. On this 
farm he raised only blooded stock and 
this was his recreation spot. He made 
a million dollars by strictly honest 
dealing. Not many can have that 
statement in their obituary. 

“Uncle Joe,” as his intimates called 
him, was an excellent judge of men and 
hired only experts in their line. Once 
hired, his help seldom left him, for he 
paid them more money than would 
some competitor who might want them. 
The faithful ones were’sure of an hon- 
orable old age of self-support, for he 
never put the stigma of charity on 
them by pensioning. Several old men 
who became incapacitated in his ser- 
vice continued to draw pay for work 
so long as they lived. It might be 
only an hour’s work each day’ or maybe 
once a week, but he made them think 
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that he depended on them for the part 
they played and that to them much 
of the Robinson success was due. 

Uncle Bobby Gilbert, who was Joe 
Robinson’s closest friend, once told 
of a girl who had worked for the Rob- 
inson Shoe Co., which story gives in- 
timate insight into some of the “don’t 
let the right hand know what the left 
hand doeth when thou doeth charity,” 
as done by Joe Robinson. She became 
tubercular, had to resign and go to 
Arizona. All of her expenses and 
salary were paid by J. M. Robinson 
until she was cured. Her old job was 
waiting for her when she came back. 

It is said that there is a reason for 
everything. There are two reasons for 
Job Robinson’s success. One was an 
excellent head for business, the other 
a heart full of love for humanity. 

Every traveling man who called on 
the Robinson Shoe Co. loved “Uncle 
Joe.” They all knew of his exceptional 
attitude toward the wayward ones. A 
traveler who went a bit on the loose 
and lost his expense money in a wild 
night was quietly “staked by Uncle 
Joe” and went on his way holding his 
job. He helped hundreds in this way; 
to one, almost a stranger, he advanced 
$500 to make his trip to Honolulu. 

He told this writer that out of the 
thousands of dollars he let the boys 
have during 35 years he had lost but 
50 cents. The man who had this 50 
cents died suddenly. 

Kansas City, fine as it is, will never 
be the same for the boys who make 
it since Uncle Joe Robinson has been 
taken away. The entire retail shoe 
trade should mourn his passing. 


Edward Blank 


PHILADELPHIA, Pa.—Edward Blank, 
president of Edward Blank & Co., Inc.. 
leather manufacturers, died recently 
here following a sudden attack of ap- 
pendicitis. 

Mr. Blank was born March 4, 1888, 
and came to Philadelphia with his par- 
ents when he was two years old. He 
attended Central High School of Phila- 
delphia and graduated with the class of 
1905. From there he entered and 
graduated from the University of 
Pennsylvania. He first entered the 
leather business in 1915 as a partner 
of the firm Malis & Blank which con- 
cern was succeeded in 1921 by Edward 
Blank & Company. In 1931, Edward 
Blank & Company was merged with 
J. K. Malis & Company, Inc., into the 
firm name of Edward Blank & Com- 
pany, Inc., which specializes in the 
manufacture of white kid and cabretta, 
which was widely distributed both here 
and abroad, through agencies in all the 
principal shoe centres. 

He was a member of the Green Val- 
ley Country Club; Athelston Lodge No. 
482, F. & A. M.; Independent Order of 
B’nai Brith; past president of the Con- 
gregation Beth-El and many other or- 
ganizations. He is survived by his 
widow, Anna; a daughter, Clair, and 
two sons, Jerome and Lester. 
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Belmont 


THAT EVER POPULAR 
“OLD TIMER” 


AGAIN AVAILABLE 


THE 


* 


and now made 


by JUSTIN 


Justin has recently pur- 

chased the “Belmont 
Last” from the Clinton Shoe 
Company, and added this 
ever popular style to their 
line of Easy Walker shoes. 
So you can now satisfy those 
customers who can be sold 
nothing but “Belmonts” — 
now ready for immediate de- 
livery in a wide range of 
sizes and styles. 


No. gt ae ge Last, Oxford 
Kid, % rubber heel. 

Stock: AA, 8 to 12; 

- tate WS RT & ll: 

CGC, 6 & 34s DB, SW 12... .cccce $4.00 


No. 570—Belmont Last, Oxford 

Black Kangaroo, % rubber heel. 

In Stock: aA, $ te 3; 

4, 7 to 3138: B. 7 te is 

G € t 142 BD SW Binks. $4.00 


No. 670—Belmont Last—6” shoe, 
a Easentee, Ye jpubber heel. 
gek: 9 


670 except 


No. 665—Same as 
Brown Kid. 

In Stock: B, 7 to 11; C, 6 to 11; 
D. S$ te i 


MANUFACTURED. BY 


H. J. JUSTIN & SONS, Inc. 
FORT WORTH, TEXAS 
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Women's Shoes 
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KUSH-IN-EZE 
HAND TURNED 
FOOTWEAR 


IN STOCK 


No. 156 Black 
Kid $2.35 


VAUGHAN-TOWLE CO. 
WAKEFIELD, MASS. 


Ballet Slippers 
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BALLET SLIPPERS 


Right and Left Lasts. 
Black Kid 

Ne. 600—Top Grade 

Wem. Miss Ch 

1.35 

1.20 


iid. 
$1.30 $1.25 
e. 
om. Miss Child. 
20 «$1.15 $1.10 
BROOKS SHOE MFG. 


w 
$ 
co. 

Swanson and Ritner, Philadelphia 
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Children's Footwear 
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MBS. DAY’S IDEAL BABY SHOES 
ry Infante’ Seft Soles...0-3 
Intermediates ....... 1-5 
Flexible Hard Soles. .2-8 
Send for In-Stook 
Catalog 


MRS. DAY'S IDEAL BABY 
Locust St. Danvers, Mass. 

















Daly Brothers Hold Open House 


Marion, IND. — An open house to 
which all local citizens were invited 
was held at the local plant of the Daly 
Brothers Shoe Co. Hundreds of resi- 
dents visited the plant. The entire fac- 
tory was in operation during the after- 
noon and evening. Frank L. Butter- 
worth, manager, provided guides for 
the visitors. 


Shoemakers Forum 


LYNN, Mass.—Shoemakers here have 
a forum which meets at the Chamber 
of Commerce to talk shoes and shoe- 
making. For instance, somebody asks 
how a shoe is made, and an old shoe 
is obtained and cut up, so that the 
makings are revealed for discussion. 
No speakers address the forum. Each 
member says what he thinks. 
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Maintain Established Policy, 
Says Kohn 


Keep to that branch of the retail 
shoe business in which a reputation has 
been made, counsels Lew Kohn of 
Wolock and Bauer, Chicago. The fore- 
going is based on 18 years’ experience 
selling very high fashioned shoes of the 
better grades to women. And by that 
he means not only grades but types. 

During the past few years, many 
stores have branched out into more or 
less unknown fields of retail shoe sell- 
ing, but Wolock and Bauer have not 
deviated from their original plan. It 
is the conviction of this firm that a 
store such as theirs cannot do justice 
to both high fashion and conservative 
shoes of the corrective types, so they 


concentrate on the kind of merchandise 
which they know so well. 

As to quality, they know that a cer- 
tain element of women want good mer- 
chandise, that being the premise on 
which the store was established 18 
years ago. When prices were lowered 
a few years ago, shoes which were 
selling at $16.50 moved down to $12.50. 

Instead of jumping around on prices, 
it was found that two stores could do 
a nice job at $8.75, while the other one 
(The Shoe Salon at Michigan and 
Madison) could sell more at $14.50. 
Each store concentrates on these prices, 
a policy which has done much in mini- 
mizing losses and reducing inventories. 





New Department Head 


PASADENA, CALIF. — Hugh Water- 
house, formerly with C. H. Baker in 
the Pasadena store and prior to that 
with the old Bootery in the Maryland 
Hotel, is the new manager ‘of the 
women’s shoe department in the F. C. 
Nash and Company department store 
here. 

William Warmack, former manager, 
has gone back to his first love, that of 
watch-making and is now connected 
with the Asher Jewelry Company here. 


New Family Shoe Store 


MontTROSE, CALIF.—A new family 
shoe store has been opened here by 
Irving Elson, well-known Los Angeles 
shoe salesman who has been at the 
main store of the Wetherby-Kayser 
Shoe Company for the last 11 years. 
Mr. Elson is also well known in 
fraternal circles in the Los Angeles 
area and is past master of one of the 
leading Masonic lodges of that city. 

His store here is adapted to the size 
of the village but is artistically 
equipped and offers quality shoes. 


H. J. Williams Recovering 


from Illness 


CHARLESTON, S. C.—H. J. Williams, 
head of H. J. Williams & Son, and the 
oldest shoe man in Charleston, is re- 
covering from the effects of a serious 
operation, after having been ill for 
some months. Mr. Williams is presi- 
dent of the Charleston Shoe Retailers 
Association and holds a place of high 
esteem in the community. His many 
friends will be pleased to know that 
he is rapidly regaining his health and 
expects to be able to return to busi- 
ness in the near future. 


Two Stores Opened 


JERSEY City, N. J.—Troll Brothers 
have opened retail shoe stores at 400 
Central Avenue and 647 Newark Ave- 
_ this city. Irving R. Troll is presi- 

ent. 


Factory Greatly Enlarged 


Los ANGELES, CAL.—The H. Desser 
Shoe Company, established less than a 
year ago at 1722 East Seventh Street, 
manufacturers of slacks and sandals, 
has recently increased its capacity from 
100 to 300 pairs per day. Floor space, 
originally only 2500 square feet, has 
been increased to 9000 square feet and 
the number of employees practically 
doubled in the last two months. More 
than 60 full-time employees are now 
on the payroll. 

E. A. Allen is the new manager re- 
placing M. G. Vera. H. Desser, the 
proprietor, has lived in Los Angeles 
for more than a quarter of a century 
and is as well known in the gent’s 
furnishing business as in the shoe busi- 
ness. The company manufactures a 
popular priced but very dressy line of 
slacks. 

This company is one of several man- 
ufacturing comfortable but artistic 
sport type foot-wear that has sprung 
into volume production during the last 
two years in Los Angeles. 


F. G. Barnet With Fabric Firm 


New YoRK—L. C. Chase & Company 
have announced that Frederic G. Bar- 
net is now associated with their or- 
ganization and will act as sole agent 
for their entire line of “Shu-Skin” 
fabrics in Pennsylvania, Virginia, 
Maryland and New York State with 
the exception of Metropolitan New 
York and one account upstate. 

The Chase name has been associated 
with fine products for the past 85 
years. Among the fabrics bearing the 
“Shu-Skin” trade name are quarter 
linings, sock linings, slipper stock, bot- 
tom fillers, plumpers and mohair slip- 
per trimmings. 

Mr. Barnet is well known in the in- 
dustry and will bring the strength of 
his experience and associations to the 
L. C. Chase organization. 
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Shop the Mar- 
bridge Building — 
Headquarters for 
Value and Style 


Under one roof. the showrooms 
of the shoe industry’ s leading man- 
ufacturers ... easily accessible to 
retailers and buyers, who, in one 
visit, may learn all that is new and 
smart in the shoe world. 

The coming season’s outstanding 
shoe styles are on display now at 
the Shoe Buying Centre in New 
York . . . the crossroads of the 
trade ... the Marbridge Building. 
Come and see them before you buy! 


1528 BROADWAY sas. NEL YORK 


PICCADILLY 


““STREAMLINE SERVICE’’ 
CHARMING ROOMS 
DAILY TARIFF FROM TWO-FIFTY 
GEORGIAN ROOM 


For Matinee Luncheon, Theatre- 
Dinner, After Theatre Supper. 
DINE, DANCE—until 2 a.m.—to 
LARRI’S CONTINENTALS 
SILVER LINING LOUNGE 


For those perfect Cocktails 


Ask fora 
“COURTESY IDENTIFICATION CARD” 


24 FLOORS 706 ROOMS 


45th STREET JUST WEST OF TIMES SQUARE 
PERSONAL DIRECTION OF JOHN F. MURRAY 
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You Repeat Your Profits with 


“America’s Finest Comfort Shoes’’ 








RIGHT AND LEFT 
PATTERNS TO ASSURE 


EXTRA FINE QUALITY 
SNUG-FIT AT ANKLE 


PIG LEATHER INSOLE 














CELASTI TOE BOX SPECIAL CONSTRUCTED 
FOUND ONLY , GENUINE PIG LEATHER 
IN HIGHGRADE ® COUNTER 

FOOTWEAR 

















SCIENTIFIC SEWED 
HEEL SEAT 











VENTILATED 


GIV! 
CONSTANT FREE AIR 
CIRCULATION 


NEW SPRING 
AND ELASTICITY 
TO EVERY STEP 


100% NAIL-LESS HEEL 
SEAT, NO NAILS TO 
PUNCTURE FOOT 


HONEYCOMB 
SPONGE RUBBER THAT 
ASSURES COMPLETE 
VENTILATION 
































The RIGHT FEATURE shoe which has undergone the acid test ¢. 
several years manufacture will produce REPEAT PROFITS for you. 
Nu-Matics with their patented, scientific, "cushion" and “nail-less" 
features are virtually non-competitive. Send for our Catalog of 


Men's and Women's Shoes. 
Beware of Imitations ROHN SHOE MFG. CO. 
512 W. Florida St., Milwaukee, Wis. 


Ko “ Uy Matic 


CUSHIONED SHOES 


Want Quicker Sales? 


Then ask your manufacturers— 


if they use 


THE B. B. 
SYSTEM 


of Finishing Upper Leathers in Shoe Factories 


Boston Blacking & Chemical Co. 
Cambridge, Mass. 


Chain Store Efficiency 


records are made available 
to independent retailers in the 


Recorder’s Stock Record System 
(either in cards or book form) 


Samples on Request 


MERCHANT’S SERVICE DEPT. 
209 So. State St., Chicago, IIl. 





When writing advertisers please mention Boot and Shoe Recorder 
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Men's and Women's | 
Slippers | 
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\EVANS’ SLIPPERS 
Hand turned — Cement 
Padded Sole 
For Men, Women, Children 
77 Styles in Stock 
Send for Catalog 

Hand, Turned. 


6-18. C. D.-EB. 
82.40 


L. B. EVANS’ SON co. 
Wakefield, Mass. 








Dinner Party Big Success 


DETROIT, MicH.—The employees of 
‘the Cannon Shoe Store and the Newark 
Shoe Stores of Detroit, which are 
owned and operated by the Cannon 
Shoe Co., held a get-together dinner 
party Jan. 5 at Brown’s Gardens, on 
W. Vernon Highway. The wives and 
lady friends of the managers and 
clerks also attended. 

Prizes of pairs of shoes were do- 
nated by the company in:dance con- 
tests held this night for outsiders only. 

No employee was allowed to com- 
pete. Each lady in the eight-piece or- 
chestra was also given a pair of eve- 
ning slippers. 

Mr. Tafford, Mr. 
Finley, store managers, 
all arrangements and all attending 
agreed it was a huge success. Mr. 
Omalie, who came to Detroit from 
Columbus, Ga., recently to manage the 
new Michigan Ave. Cannon store, acted 
as master of ceremonies and also an- 
nounced the prize winners. 


Omalie and Mr. 


took care of 
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Sign Posts to Progress 


[CONTINUED ON PAGE 19] 


was so good that it will be made perma- 
nent. Many extra dollars are picked 
up through these inner-store promo- 
tions that would otherwise be lost. 

Certain stores build a business on 
high styles, while other stores go broke 
trying to follow them. Every store, 
Spraley believes, is catalogued by the 
public as being of a definite type. 
Judicial advertising will break this 
down and so allow a store to gain 
more business. That is where promo- 
tions play their part. And by that 
he means taking one good sales idea 
and working it for all it is worth. 

“However, setting aside the glamour 
of the low-priced shop with its some- 
times fictitious style and questionable 
quality appeal, the flash of the high 
style shop, and getting down to a 
logical analysis for those of use whose 
aim it is to serve the general public 
with reliable good footwear at reason- 
able prices, there are certain basic 
fundamentals which we must observe 
to protect what we have already 
worked so hard to build and which 
should insure the success of our fu- 
ture.” I am now quoting Gregg 
Svraley again. 

“Basically, then, a store must have 
a reasonable representation of types, 
styles and sizes to meet the require- 
ments of the established trade, for that 
is the foundation on which our busi- 
ness is built. The matter of buying 
details will be determined by records 
and general fashion information ap- 
plicable to certain stores. This is the 
hub that makes the wheel of our busi- 
ness go ’round, to which we can add 
as many spokes as we choose. Our 
success, then, be it great or small, be- 
ginning from this humble hub, is a 
matter of our own personal merchan- 
dising and promotional ability.” 

This .shows what a man can do. 
Memphis started putting skids under 
women’s white shoes in June. Henry 
Wexler, who has the shoe in Levy’s, 
held his prices ($8.50 to $14:50) 
through until the last of July and still 
got cost out of his shoes in his August 
sale. The Wexler theory is this: “If 
a store has new merchandise, no mat- 
ter what season of the year, people 
will buy it and will not question the 
price. Wexler also has queer ideas 
about paying his sales force. His de- 
partment pays the highest base sal- 
aries of prevalent in Memphis. He 
believes that he needs good men to sell 
good merchandise. And he has this to 
sav about his selling organization: 
“My men are capable of handling any 
shoe transaction that comes before 
them,” I would like to repeat what he 
told me had been accomplished in this 
store in the way of net profits and 
sales increases for the past year, but 
it was told me in confidence, so all I 
can say is that it was really remark- 
able. 

Men down in the Delta country are 


right back buying good shoes, so says 
Tom Sherron. And, as Mr. Sherron 
has been selling these men high-grade 
shoes since 1866, he knows what he is 
talking about. This is one of the easi- 
est stores in the country, as far as 
selling is concerned, because customer 
confidence is just 100 per cent. 

In looking at present conditions by 
and large, Mr. Sherron’s opinion is that 
the methods of distribution of shoes 
and merchandise in general are going 
to be farther and farther apart than 
ever before. The big stores are getting 
bigger and bigger with the 5-and-10 
chains encroaching on the cheap end 
of department store selling. Depart- 
ment stores will specialize on the me- 
dium grades, while the top grades will 
be sold in the specialty shops. It is 
going to take a good merchant to han- 
dle that trade, one that is especially 
well trained. Mr. Sherron does not 
see much good middle ground any more 
for the independent shoe retailer. 

Turnover has been played up too 
much, according to Claude Carradine 
of the Oak Hall Clothing Store. His 
department is showing a healthy in- 
crease in business, and he attributes 
it to having a complete stock of styles 
and sizes all the time. When men 
know that such a stock is available, 
they will not only buy once but will 
come back again and again. Selling 
good shoes to men is not so much a 
case of how much business can be done 
on a subminimum stock, as it is in sat- 
isfying the trade day in and day out. 
This store has gone on this policy for 
years and has developed a good, sub- 
stantial business on their top grade 
lines. 

In Jackson, Tenn., there is a store 
whose partners have so well organized 
their business that they are able to 
devote a good proportion of their time 
to developing the trade outside the 
store. I refer to the Thompson and 
Finley Shoe Store. This business was 
opened in the Summer of: 1928. The 
record of the store shows that it has 
been consistently profitable from its 
inception, showing good profits after 
expenses, including partners’ salaries 
and depreciation, throughout the de- 
pression years. 

Probably the two outstanding things 
about this store are: 

First, the reputation that it has 
built for being “up to the minute.” 
Much of this has been brought about 
by the religious manner in which 
Thompson and Finley have used the 
window service, advertising and dis- 
play materials furnished them. 

Second, as previously indicated, the 
time saved in having their innerstore 
methods organized has allowed them to 
use their personalities in promoting 
business on a friendly “plus” service 
basis in and around Jackson. As a re- 
sult, their average price per pair of 

[TURN TO PAGE 50, PLEASE] 
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is reflected in the modish 


THE RNG FASHION 


7-eyelet oxford. 


Shoes of this design require 
eyelets .. . They may be the 
“INVISIBLE” or the modern 
roll setting “INVINCIBLE” 
(visible) type. In either case 
they are smooth fitting and 
there is no roughness on the 


inside of the shoe. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 





When writing advertisers please mention Boot and Shoe Recorder 
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Riding Boots 
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\ RIDING BOOTS 
IN-STOCK 
For Men, Women and 
Children—also 
Jodhpurs and Field 
Boots. 


Write for catalog. 


ON 
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JUSTIN BOOTS 


A Sonera sre Wes OF STYLES IN 
STOCK AND CUSTOM MADE. 


Riding, Conboy and and Lece Boots yy’ 
H. J. | JUSTIN'& SONS, Inc. 














LARGEST | 
BOOT STOCK 


in America 
Domestic and Imported 
For Immediate Delivery 


Men, Women & Children’s 
Beots for Riding 
Field, Hunting, Aviation 
Alse Jodhpurs & Jodgores 


Complete Catalog 
R-7 on Request 


COLT 
CROMWELL CO. 
1239 Broadway 

New York City 














Sign Posts To Progress 
[CONTINUED FROM PAGE 48] 


shoes sold is well above depressions 
levels. 

Perhaps another answer to the good 
showing this store has made is that it 
has always kept a full run of sizes on 
the major patterns at all times. Now 
they are spreading out the store in 
keeping with the improved business. 
The idea, however, is not to build a 








big store full of shoes, but to have a 
complete one. 

A year ago, A. J. Stegall tells me, 
people would walk out of his Bond 
Shoe Store at the very showing of a 
pair of $8.00 shoes. This in a store 
which has always carried shoes for 
Jackson people around the $12.50 mark. 
Now he is getting action on his $8.50 
retailers as well as the $12.50 grades. 
His good, old $6.00 standby is also de- 
livering its full share of the business. 
Up to 1928, Stegall says, he thougat 
he knew how to run a shoe store. Since 
that time, he has had to learn all over 
again. 


Maine Merchants Meet 


PORTLAND, ME. — Members of the 
Maine Retail Shoe Merchants’ Associa- 
tion held an enthusiastic meeting in the 
Elks Club, this city, on the evening of 
Jan. 30. The meeting, preceded by a 
dinner, was held at 7.30 with President 
Galen A. Wheeler in the chair. Guest 
speaker was Francis B. Masterson, 
president of the National Association 
of Shoe Wholesalers, who urged that 
every merchant, in the interest of his 
own business, take two steps during 
this year: 

First—Join the National Shoe Re- 
tailers’ Association and participate in 
the benefits to be derived from member- 
ship in that organization. 

Second—Subscribe to, and read from 
cover to cover, all business papers de- 
voted to shoe retailing. 





Sun Sandals Selling 


MIAMI, FLA.—Sun sandals are play- 
ing up well in the resort fashion pic- 
ture as presented by Burdine’s, Miami. 
Last year this firm introduced the Sun- 
Sandal for men and it became the shoe 
hit of the season. This year the firm 
predicts an even greater demand for 
the new 1935 version. This new sandal 
is somewhat improved over the old 
type. It is neater, better looking and 
even more comfortable than its pre- 
decessor. Of genuine white or fawn 
washable pig-skin with cushioned na- 
tural rubber or light composition sole, 
it is a foot covering for Miami in Win- 
ter and elsewhere as the Spring and 
Summer approaches. 

Another new shoe being shown by 
this firm is the Sunshine Fashion Shoe, 
designed especially for this store. It 
has been called the monk shoe, The 
only trim is a line of perforations 
around the top, outlining the vamp and 
edging the single broad strap which 
fastens the shoe on the side. Made 
of fine white buck or brown bucko, and 
selling at $14.50, this shoe has been 
a sensation. 

Sport shoes in all white lead other 
sales so far this season, and in the 
two-tone models black and white is a 
little in the lead over the tan and 
white of last season. This is due prob- 
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ably to the predominance of grey in 
men’s clothing. 

In bucko there has been a fair de- 
mand all season. These shoes are 
highly ornate in treatment. 





Blues Appear Promising 


TORRINGTON, CONN.— Blues should 
sell heavily in the fashionable Litch- 
field Hills resort area this Spring, with 
kid continuing as the most popular 
leather, according to Edward E. Col- 
burn, manager of the women’s and 
children’s shoe department of the W. 
W. Mertz Co., department store here. 

Mr. Colburn expects some demand 
for flexible calf, with ties continuing 
popular. The Mertz department is 
showing a substantial increase in sales 
as compared with last year, and this 
upward trend is expected to continue 
through the Spring, according to eal 
ent indications. 


Gets Overtime Permit 


DAYTON, OHIO—Due to a large in- 
crease of orders, many of which were 
marked “rush,” the Dayton Last 
Works, 705 Albany street, Dayton, 
Ohio, asked for and was granted per- 
mission by NRA officials in Washing- 
ton to allow its employees to work 
overtime during the rush period. The 
request was made when it was found 
that a shortage existed in this part 
of the country of capable last makers. 

Harry Canby, president and secre- 
tary of the company, indicated to Boor 
& SHOE RECORDER that although the 
10-day period has expired, application 
for extension has been made. Ap- 
proval has been assured although no 
definite word has come from Wash- 
ington. 

Mr. Canby confided that his company 
has been giving some consideration to 
the possibility of expanding the activi- 
ties of the factory. Some new ma- 
chinery has been installed in the plant 
and there has been approximately an 
increase of 20 per cent in employment 
in the Dayton Last Works during the 
past several months. 

“As we go into 1935,” said Mr. 
Canby, “things look more encouraging 
and the boot and shoe manufacturers 
are placing more frequent orders for 
lasts. A big order today would have 
been a small one a few years back but 
they are coming more frequently in 
small lots. We are in our rush period 
right now and we are being kept busy 
trying to keep up with ourselves.” 





Detroit Store Remodeled 


DetROIT—Melville Shoe Company is 
remodeling the front of the store at 
26 Monroe Avenue, right across from 
the City Hall, which has been used for 
display purposes by Thom McAn. Ray 
Shoemacker is Michigan supervisor. 
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In New Work | 


2 FOR ROOM WITH BATH 


in CHICAGO 


Sleep in Mountain Air 
AT THE 46-STORY 


MORRISON 
HOTE 


Madison and 
Clark Streets 


THE CENTER OF DOWNTOWN 


584 large, attractively furnished rooms, 
with private bath...from $2 single and 
$3 double, with running water...from 
$1.50 single and $2.50 double. Home of 
the new Garden Restaurant and the fa- 
mous Cafe Bar Martinique. Direction: 
American Hotels Corporation. J. Leslie 
Kincaid, President. George H. Wartman, 


Supervising Manager. 


= aad 


BROADWAY AT 32ND STREET > 

| 
NEW YORK 
One block from Pennsylvania 


R.R. Station and Empire State 
Buiiding. 





LEONARD 


In the unbroken silence of 
a Morrison Tower room, 
you sleep soundly all night; 
yet you are only an ele- 
vator ride from the heart 
of the business district. 


SINGLE $ 
ROOM 
$4.00 Double 


with Bath, Servidor and 
Circulating Ice-Water 
s 
Home of 
Renee » tata 


ay BOSTON OYSTER HOUSE 
H 1CKS, Managing Director 


a 
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On the Selling End 


News of the Travelers and Sales Activities 


Los Angeles Travelers Elect 


Los ANGELES, CAL.—At the regular 
annual meeting of the Shoe Travelers 
Association of Los Angeles held Decem- 
ber 29, 1934, the following officers were 
elected to serve for 1935: 

President Joseph Kalisky (reelect- 
ed); Vice-President, J. L. Parrott; Sec- 
retary-Treasurer, Ned Dreyfus (re- 
elected). 


A. L. Evans on Southern Trip 


WAKEFIELD, Mass. — Arthur L. 
Evans, treasurer of L. B. Evans’ Son 
Co., famous slipper manufacturers, ac- 
companied by his youngest son, Mal- 
colm, is combining business with plea- 


sure on an extended trip through the 


South and West. Following a sojourn 
in Florida he will visit Evans’ salesmen 
in Texas and on the Coast, returning 
to the factory about March 1. 

In addition to strong lines of men’s 
and women’s slippers, the Evans Com- 
pany have improved their offering of 
crepe soled oxfords, which were a big 
item with them in the early months of 
1934. They report excellent orders 
from Southern resorts for this shoe. 


Lee Carpenter Heads 
Rochester Salesmen 


RocHESTER, N. Y.—Lee B. Carpenter 
this week took over the reins as presi- 
dent of the Rochester Association of 
Traveling Shoe Salesmen as the result 
of the annual meeting and election of 
officers. 

Walter P. Samson was named first 
vice-president and Clarke B. Rowley 
secretary and treasurer. 


Estey Back on the Road 


Jim Estey connects with Cole Rood 
and Haan of Chicago, makers of men’s 
shoes. He will cover the entire South 
and Southwest. 

This veteran traveler served 22 years 
with N. B. Thayer Company and is 
known the length and breadth of the 
South. 


Levec Heads Central Travelers 


Kansas City—At a recent meeting 
of the Central Association of Travel- 
ing Shoe Salesmen held in the Hotel 
Savoy, Kansas City, Mo., the following 
officers were elected: President, Fred 


Levec; vice-president, Jake Levine; 
secretary-treasurer, J. R. Sells. 

The new president of this associa- 
tion has been connected with the Endi- 
cott-Johnson Corp. for the past 17 
years and is highly regarded by both 
the trade and the boys on the road. 


New Slipper Firm 


Passaic, N. J.—Continental Foot- 
wear Corporation started business Jan. 
2, 1935, taking over the plant and 
business of Vogue Slippers, Inc. The 
firm is equipped to make 5000 pairs of 
soft soles and 1500 pairs of hard soles 
daily. The officers are Saul Levine, 
president; Henry I. Isaacs, vice-presi- 
dent; Philip Newbold, secretary-treas- 
urer. Saul Levine is in charge of the 
plant. 


Klawitter Resigns 


Pomona, CaL.—J. F. Klawitter, for 
three years buyer for the Quality Boot 
Shop at 790 North Gorden Street, has 
resigned his position and expects to 
take a position in Los Angeles. Mr. 
Klawitter is well known among shoe 
men in southern California and before 
coming here was connected with Gude’s, 
Inc., at Los Angeles, and prior to that 
was associated with J. H. Mittenthal 
at Fresno. 
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SPRING WINDOW BACKGROUNDS 
AND PRICE TICKETS 
NOW AVAILABLE 








“U": Pale green ‘V”: Harvest moon. “S”;: Red flower on “E”: Lavender and “G’; Lavender and 
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FEBRUARY 


Wood-grained board, dark crim- 
son center panel, message on 
white stock . . tipped on board. 


Size 8” x 14” 


COMPLETE TEXTS 


sent on request 








4 cards—Women’s Shoes 


blue onwhiteboard. green design on 2 cards—Men’s Shoes 
peach background. 1 card—Children’s Shoes 


W 





























“T": Pale green «pF: Three shades 
“X”": White board; board; lavender of javender. 
rose flowers; blue flower; dark green 
mound and bar. trim. 





Feature Pointers 


INFORMATIVE ARROWS point out 
visible and in-built values. They are 
gracefully and securely placed with the 
aid of adjustable Polly Clips. 


REVEAL the fine wearing qualities of 

your merchandise with PRECISE in- 
formation through your windows. You 

can turn a window shopper into a sure 
customer by pointing out the quality se 
features of your shoes. 









“C” Midnight blue “Y” White board; 94 
and 


vermilion de- 
sign on buff board. red; royal blue de- 


(Tickets: Priced below, Size 142" x 2%". Samples on request.) 





Attractive Hand Lettered Price Tickets 
IN ALL DENOMINATIONS AND BLANK. OTHER DESIGNS IN STOCK “°? 
WITHOUT STORE NAME: 6 dozen @ $1.10, 12 dozen @ $2.00 
WITH STORE NAME: 100 tickets @ $3.00, 200 @ $5.00 
“J’—Polly Clips for tickets: % gross $2.25 
(adjustable—tilts at any angle) 1 gross $4.00 
“K”—Shoe Carton Tickets: 500 @ $1.25, 1000 @ $2.25 
CHECK WITH ORDER, PLEASE, unless C.O.D. preferred 


r- >on 





m 








baal 


SALE in bright 


sign (also without 
“sale”). 








66a” 





The ARROWS are available in two 
colors: corn with green border, or 
buff with green border. Choice of 
forty selling phrases, or blanks. 


12 dozen (printed or blank)..... $2.00 
C2 cy er ea 1.10 
1 = © * ..% Pahiaden 0.25 

SPECIAL: 

ONE GROSS ARROWS AND ONE GROSS 

POLLY CLIPS...... @ ONLY $5.00 














Store Service. 


Poa 1 card—Hosiery 
Neal 6 cards — On 
Fitting, Quality, Ete. 


Single Cards: 


2 Without Text: 35¢ each 
& 
White stock, 


60¢ each 


crimson bar 
and orange sun- 
burst. Harmon- 
izes with Feb- 
ruary window 
display card. 
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USE SALE STREAMERS 
ON YOUR WINDOWS 


(Red border and “Sale” on white. 
Size: 24” long—5” wide. Price: 3 for 25¢— 
10¢ each.) 


OAE SHOES! 


Select the Service You Wish— 















Annual Display Card Service 








Includes Mail Coupon—See Sales Jump! 
EXCLUSIVE FRANCHISE is given with annual card service SERVICE NO. 1—$5.00 monthly: 
to one merchant in an average size town, suburb or city shop- 12 display cards... 6 holders... 
ina aman 100 blank harmonizing price tickets 
dicier Peete nic SS supplies merchandising and SERVICE NO. 2—$4.00 monthly: 





8 display cards ... 4 holders... 






SPECIAL CARDS, with wording as wanted. 100 blank harmonizing price tickets 
EXCHANGE OF CARDS: Annual card service subscribers may SERVICE NO. 3—$3.00 monthly: 
exchange any cards received for others of the current month, 6 display cards ... 2 holders... 







whose texts better cover their merchandising program. 







50 blank harmonizing price tickets 







PRICE TICKETS: Blank tickets, matching the current month’s . 
cards, supplied free. Neat tickets with prices as wanted, but SERVICE NO. 4—$2.25 monthly: 
not harmonizing with the show cards, supplied free, if pre- 4 display cards ... 2 holders... 
ferred to blanks; harmonizing tickets with prices as wanted, 50 blank harmonizing price tickets 








to assure well blended trim, are 35¢ per fifty, additional. 





BOOT AND SHOE RECORDER 
209 So. State St., Chicago, Ill. 


Please enter our order for the Recorder “Selling 
Message,” beginning with February, for card service 
N@ii cc ease ee » for one year, consisting of......... card 
holders (with the first month’s service), ........ cards 













HOLDERS 


Oval base — bur- 
nished gold— 
three color trim. 




















eoceeee se -MIGIB LICACES CAC TIOMUI——UIN——... ee eeee 


IMPRINTED tickets at 35¢ per fifty, additional, for ' 
which we will pay $....... per year, payable $....... ' 
per month, For cash in advance, full year’s service, ' 
5% discount. Checks from foreign subscribers must 
be drawn on United States banks, or include exchange. ' 
(If for any unforeseen reason we wish to discontinue 
service before expiration of order, we agree to pay ! 
$1.00 per month additional for each month’s service | 










These modernistic 
holders take any 
size card. They 
harmonize with 
the finest of win- 
dow display fix- 
tures. 



































delivered, and agree to return the card holders.) 







We sell MEN’S, WOMEN’S, CHILDREN’S SHOES, and 
WOMEN’S HOSIERY. (Cross out lines not carried.) 
We wish IMPRINTED TICKETS @ 35¢ per fifty: 













Merchants Service Dept. 
BOOT AND SHOE RECORDER 
209 So. State St., Chicago, Il. 
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CLAVWIFIED ann WANT A 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


MEET . 


. . ‘ @ 








SALESMEN WANTED 


LINE WANTED 


LINE WANTED 








W ANTED—Shoe Salesman to handle line of 
medium-priced Pre-welt shoes and slippers, 
size 2 to 12, on commission. References re- 
quired. Address E-112, care Boot & Shoe Re- 
corder, 239 West 39th Street, New York, N. Y. 





SALESMAN wanted on commission basis, by 
manufacturer of stitchdowns, prewelts and 
growing girls’ sport Mackay welts, for mid- 
western and western territory. Applicants 
must be able to produce volume, have had good 
past experience and be able to furnish refer- 
ences. Address E-121, care Boot & Shoe 
Recorder, 239 West 39th Street, New York, 





WANTED: Experienced salesmen to represent 
a fast selling line of moderate priced men’s, 
women’s, misses’ and children’s style and staple 
shoes on straight commission. Territory open— 
Minnesota, Michigan, Kansas, Iowa, exas, 
Louisiana, Kentuc and the Virginias. Ad- 
dress E-123, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 


ALESMEN, one in each state, to join a 
dynamic sales organization. We manufac- 
ture The Dunde Shoe Reshaping Machine. 
Our Device took hold instantly. If you are 
well bred, alert to an qupercnity and can 
sell, write in detail, giving complete history 
and references in confidence. Write Dunde, 
Inc., 13 East 37th Street, New York City. 


SALESMEN wanted for Pennsylvania and 
New York State to sell a general line of 
shoes to retailers. Reference in your first 
letter. Address, Sobel Brothers, 150 Duane 
Street, New York. 


IDE LINE AVAILABLE—Salesmen Wanted 

to carry as sideline a specialty line of sport 
shoes quite out of the ordinary. Territory 
open includes Greater New York, New Eng- 
land, Pennsylvania and New Jersey. Commis- 
sion Basis only. For further particulars Ad 
dress E-131, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 














SALESMEN Wanted. A large women’s fac- 
tory now selling chain stores interested sev- 
eral men with department and specialty store 
following retail $3.50 to $5.00 straight com- 
mission on shipments only. No interest in Side 
line Men. Address E-132, care Boot & Shoe 
Recorder, 239 West 39th Street, New York, 
BM. Be 





ALESMEN to handle short fast selling popu- 

lar priced novelty hand bags now selling hig 
with chain, shoe, and department stores. All 
territories open, commission basis. Opportunity 
for good earnings, those selling well rated ac- 
counts reply stating references. Address E-133, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 








be available February 1. 





WE KNOW A MAN 


with an enviable record as a merchandiser of shoes and a 
creator of fast selling styles and who has sold millions of 
dollars worth of shoes in the larger cities. 


He is a man of the highest character and reputation with 
a host of friends in all branches of the trade and sections 
of the industry. He is a good organization man and will 


Only a line worthy of high consideration will interest 
him. Best of references furnished and required. 


For further information regarding this man, address 
Boot and Shoe Recorder, 239 West 39th Street, N. Y., 
attention William M. LeBrecht. 








Do you make a strong competitive ladies’ 

* threee, four or five dollar retailer? A. Yes. 
Q. Do you need an eastern outlet? A. S 
Then contact E-128, care Boot & Shoe Re- 
corder, 239 West 39th Street, New York, N. Y. 








Cigar Offer Gets Tips 


DetroIt—Jack Howard, representa- 
tive of the Brown Shoe Company, has 
a unique idea for securing names of 
new stores in the territory. He has 
made an offer of one box of cigars to 
anyone who gives him a tip which se- 
cures a new account of this type. 

The offer has been in effect for some 
time, and has proved useful. The last 
week, a beer garden owner called up, 
found out it was still in effect, and 
immediately gave information of the 
new location. 











POSITION WANTED 





S HOE man, 33 years old, with unusual ex- 

perience as manager and window trimmer, 
capable producer with modern merchandising 
and methods. Will go anywhere. Best of ref- 
erences. Address E-129, care Boot & Shoe 
ae ale 239 West 39th Street, New York, 





BUYER or manager, 19 years’ experience in 
volume shoe retailing. Age 37, married. 
Expert window trimmer. Willing to locate 
anywhere. Will furnish excellent references. 
Address E-127, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 








BUSINESS OPPORTUNITY 





WANTED —Experienced Shoe Man to invest 
capital in high grade shoe business ready 
for expansion. City near New York. Address 
E-130, care Boot Shoe Recorder, 239 West 
39th Street, New York, N. Y. 





mum charge cents. 


address should be counted. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
For all other classified advertisements the rate is 7 cents per word. 


When a box number is desired twelve words should be added for the address. In all other cases each word of the 


The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 


Classified advertising is payable in advance. 
{=3" Advertisements for this page must be in our New York office on Friday of the week preceding publication. “Seg 


Minimum charge $1.25. 
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WANTED TO PURCHASE 








WE BUY 

Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Etc. 

IRVIN RUBIN 

“The House of Jobs’’ 
89 Reade St. Cor. Church 
Phone Barclay 7-7887 New York City 








CASH PAID 
FOR ENTIRE OR PART STOCKS 
Shoes, Dry Goods or Clothing 
No Quantity Too Large or Too Small 
MAX KALTER & CO., INC. 
Phone Canal 6-4371 
591 BROADWAY NEW YORK CITY 








CASH FOR BRANDED SHOES 


RETAIL OR FACTORY STOCKS 
References: I. Miller, Nunn-Bush, ome, Beck, 
Saks—5th Avenue, Melville, Bostonian, ete 

BARIS SHOE COMPANY, tae 
79 READE STREET, NEW YORK 
Telephone: WORTH 2-5180, 5181 








Buyers of Surplus Stocks 


We will buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. 


QUANTITY NO OBJECT 
KIRSCH - BLACHER CO., Inc. 
106 Duane St. New York 
Phone Worth 2-5377 and 5378 

















Golf-Ons, Device to Make Golf 


Shoes of Ordinary Footwear 


The Golf-On Co., Richmond, Va., are 
making a smart device to transform 
ordinary footwear into golf shoes. This 
ingenious device is a rubber plate hav- 
ing spikes securely fastened in it. A 
slight tug on a button hook which has 
been inserted in an eyelet in the back 
of the plate pulls the expanded plate 
over the sole of the shoe. Release of 
pressure fastens it securely in place. 
This device should be a boon to golfers 
who play an occasional game while 
traveling. It is also of great value to 
the man who has special orthopedic 
features built into his ordinary shoes 
and feels a lack of them in his golf 
shoes. It is claimed, by means of this 
device, Golf-On, his ordinary shoe be- 
comes an orthopedic golf shoe. 


Leases Detroit Store 


DETROIT — Berland Shoe Company 
have taken over a lease on a building 
at 1051 Woodward Avenue, and will 
occupy first floor and the basement, 
including adjoining basement space 
under other stores, for a new shop. 
The present Berland store is two blocks 
up the street. Space will be shared 
with the Grayson Shops. 

The building is being remodeled in 
ultramodernistic finish, using alumi- 
num finish and black trim. 








BUSINESS OPPORTUNITY 








U CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. y terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Established 1894. - Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 


MERCHANTS’ NEEDS 





BOOST PUMP SALES 


Leather Bows; 

whites, colors 

$1.00 doz. prs. 

Bone Buckles all 

: Md L ig r combina- No. 76 


we ante "$r80 doz. prs. 
Assorted Doz. ios Gross Lots or cates on request. 
immediate Delivery 
BOSTO SHOE FINDINGS CO. 
140 Mineous ST., BOSTON, MASS. 
Complete line of shoe store supplies. 








PROFITS WITHOUT 
INVESTMENT 


Correspondence is invited from 
reliable Mid-Western Clothiers, 
Shoe Stores and Department Stores 
who do a fair volume of business 
and would be interested in our 
shoe merchandising program re- 
tailing a strong line of Men’s 
Shoes at $3 and $4 and Boys’ Shoes 
at $2.50 and $3. 

This unique plan entails no in- 
vestment for merchandise. Ad- 
pag E-126, Boot & Shoe Recorder, 
209 S. State St., Chicago. 

















Turn Mishap to Advantage 


CLEVELAND, OHI0O—Most operators, 
who found their big front display win- 
dow broken when they arrived to open 
up in the morning, would probably look 
the part of adversity, and the attitude 
wouldn’t help business a bit. Here is 
the story of a couple of shoemen who 
used their noodles. 

The date was Friday, Jan. 18. H. 
W. Yost, manager of the Regal Shoe 
Store, 733 Euclid Avenue, and W. Zel- 
ler, assistant manager, arrived at the 
shop in the heart of downtown Cleve- 
land to open when, lo and behold, a 
great yawning hole in the main win- 
dow glass greeted them. It was a 
large break such as a brick or large 
stone might have made and many 
cracks spread out from the jagged 
aperture in a most commanding man- 
ner. Whatever was their first feeling 
at this seeming misfortune, and dur- 
ing a sale too, the two young men 
quickly recovered. 

A brief inventory of the window ex- 
hibit showed no merchandise missing. 
The two pondered a moment. Then 
suddenly there came an idea. It was 
immediately executed, and a few min- 
utes later Euclid shoppers were stop- 
ping in crowds to read a large sign 
which said, “We Don’t Know What the 
Break in This Window is For But We 
Do Know You Get a Break in This 
Shoe Sale.” 

The window was insured, so the next 
move was to call their insurance com- 
pany. A new glass was promised. 

All day, up until late afternoon when 
a new glass was installed, people 
halted in great curiosity, read the 
sign, smiled a bit and examined the 
footwear in both windows. The very 
break which looked so tough proved 

















HOTELS 





the best kind of a drawing card. Three 
times that morning Mr. Yost observed 
men who were headed straight past, 
stop a moment, look at the shoes and 
enter to buy. There is no telling how 
many others were influenced to enter 
after reading the window card, but it 
is safe to predict that the Regal Shoe 
Store was impressed in the minds of 
many. 


Cleveland Retailers Meet 


CLEVELAND, OHIO—A magician and 
a tax consultant, all the same night, 
was the bill-of-fare for the Cleveland 
Shoe Retailers Association, at a meet- 
ing in the ballroom of Hotel Carter, 
on Monday, January 21. The well- 
known magician was Ray Fitch, who 
had the members mystified with his 
startling tricks. The tax consultant 
was Henry Groves, who gave the shoe- 
men a new insight into the Ohio retail 
sales tax. Clarence Faflik, president 
of the Ohio Shoe Retailers Association, 
reported on the New York convention 
and the plans for the Ohio convention 
to be held in Cleveland, June 16-17-18. 


Incorporates Business 


Detroit—Morton Levine, who oper- 
ates the M L Shoe Company, with a 
store on the west side at 7940 West 
Vernor Highway, incorporated his 
store as a Michigan corporation this 
week. Company is capitalized at 
$7,500, and Levine is sole stockholder. 
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To 
Our Advertisers 
In This Issue 





HE keen interest manifested by merchants 

in the sessions devoted to orthqvedic foot- 
wear at the recent N.S.R.A: convention 
served as an indication of the growing 
importance of this branch of the shoe busi- 
ness. At the conclusion of one of these 
sessions they had to turn the lights out to 
clear the room for another meeting. Recog- 
nition on the part of the RECORDER that 
corrective shoes were destined to play an 
increasingly important role in shoe selling 
led to the inauguration several years ago 
of National Foot Health Week. Interest in 
this annual promotion of feature footwear 
has grown year by year and National Foot 
Health Week for 1935, to be observed 
April 22-27, promises to top all records. 

Next week's issue will tell RECORDER 
readers how to plan for a co-operative 
National Foot Health Week promotion. 
There will be two interesting articles on 
orthopedic footwear in this issue, besides 
the usual number of features devoted to 
style, merchandising and other phases of 
shoe retailing. If you sell corrective shoes, 
watch out for the Foot Health Week materia! 
scheduled to appear in this and subsequent 


issues. 
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239 West 39TH STREET, New York City 


Advertising Offices : 


New Yor 
239 W. 39th St. 
Telephone: Pennsylvania 6-1160 
8. G. KRrivit 
CH1caco 
209 8S. State St. 
Telephone: Wabash 8058 
B. C. Bowsn 
Boston 


140 Federal St. 
Tees: Liberty 4460 
L. F. Durton 


oy Louis 


7 Locust 8t. 
Te leone: Garfield 3347 
jon M. Bowen 
PHILADELPHIA 


N. W. Corner 56th and Chestnut Sts. 
Telephone: Sherwood 1424 
H. Watrsr Scorr 


CINCINNATI 
Telephone: Parkway 6648 
Rapa R. Lepper 
SUBSCRIPTION RATES 


The subscription price of the Boor & SHow Recorpss 

is $3.00 for one year, which includes postage in the 

United States and “3 possessions. Tax in Canada. 
extra. 


FOREIGN SUBSCRIPTION—The ly ry to all foreign 
countries except the above is $10.00 per year in- 
cluding postage. 


4l) subscriptions are peyable in advance. Single copies 
25 cents. 


BOOTS AND SHOES 


BRAUER BROS. SHOE CO., St. Louis, Mo 

BROOKS SHOE MFG. CO., Philadelphia, Pa........ 

CLAPP, EDWIN, & SONS, INC., E. Weymouth, Mass. 

COLT-CROMWELL CO., New York City 

CONNELL, J. M., SHOE CO., So. Braintree, Mass...... 

CONSOLIDATED SLIPPER CORP., Bombay, N. Y 

DOUGLAS, W. L., SHOE CO., Brockton, Mass.. 

EVANS' SON, L. B., CO., Wakefield, Mass.. i 

GOODRICH, B. F., RUBBER CO., iiieaas. ie Ae MYR k ae, 2 
JUSTIN, MH: JG SONS. ING... Fort Worth, Tex:.... 0.6 nc ee ice eens ; 
MISHAWAKA RUBBER & WOOLEN MFG. CO., Mishawaka, Ind 

MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass 

MUSEBECK SHOE COMPANY, Danville, III 

NUNN, BUSH & WELDON SHOE CO., Milwaukee, Wis 

ROBERTS, JOHNSON & RAMD, St. Louis, Mo. ... 0. ccc ccc tie cc es tncness 43 
ROHN SHOE MFG. CO., Milwaukee, Wis 

TWEEDIE FOOTWEAR CORP., Jefferson City, Mo 

UNITED STATES RUBBER CO., New York City 

VAUGHN-TOWLE CO., Wakefield, Mass 


LEATHER AND OTHER MATERIALS 


ALLIED KID—Quaker City Div., Philadelphia, Pa 

EVANS, JOHN R., & CO., Camden, N. J 

LEVOR, G., & CO., INC., Gloversville, N. Y. and New York City 
NORTHWESTERN LEATHER CO. TRUST, Boston, Mass 
RUEPING, FRED, LEATHER CO., Fond Du Lac, Wis 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


BOSTON BLACKING & CHEMICAL CO., Cambridge, Mass 

BOSTON SHOE FINDINGS CO., Boston, Mass. ........2..00c ccc ccc cee ee eee tenes 55 
E. |. DU PONT DE NEMOURS & CO., Wilmington, Del. .............0........ 2005 
LITTLEWAY PROCESS COMPANY, Boston, Mass 

UNITED SHOE MACHINERY CORP., Boston, Mass.....................4 


SHOE ACCESSORIES 


ONONDAGA HIDE & LEATHER CO., Syracuse, N. Y 
SELVA & SONS, New York City 

SIMPLEX SHOE TREE CO., Chicago, II 

WIZARD COMPANY, St. Louis, Mo 


MISCELLANEOUS 


AMERICAN WEEKLY, New York City 

BARIS SHOE COMPANY, New York City 

HOTEL LENNOX, St. Louis, Mo............... 

HOTEL MARTINIQUE, New York City 

HOTEL MORRISON, Chicago, Ill. ........... 

HOTEL PICCADILLY, New York City 

HOTEL VENDIG, Philadelphia, Pa................. 

IRVIN RUBIN, New York City 

KIRSCH-BLACHER CO., INC., New York City 

MARBRIDGE BUILDING, New York City........... Hig ene eee 
MAX KALTER & CO., INC., New York City........00..0.0.00.0..... 
STEPHENSON LABORATORY, Boston, Mass... . 
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In Style and Built-in Quality 





—_ shoe shown in the 

MYERS line is ‘‘tops’’. With 

us there is no compromise with quality. * Our 
customers make money with our shoes because 
their customers repeat. Therein is the secret of the 
success of any product. If it’s good enough to make 
‘em come back it must be right. * Hundreds of 
MYERS accounts buy our line from “soup to nuts’’ 
because they find it fills every requirement in the 
women’s popular-priced novelty shoe field. * Inves- 
tigate this powerful line. At your request a salesman 
will call and explain the MYERS ACCOUNT PLAN. 











* * 


MARCELLE SANDAL - - $2.50 

§8314-White Cab.-16/8 Cont. Heel 

§8324-White Cab.-20/8 Spike Heel 

§8322- Blue Kid-20/8 Spike Heel 

§8327-Br. Kid-20/8 Spike Heel 
Widths AAA to C 


* 


WEBSTER OXFORD$2.50. 


§8491 - Black Calf- Grey 
Stitching-Conti- 
nental Heel 

§8492-Blue Kid- 
Grey Stitch. 
Cont. Heel 


Widths 
AAAtoC 


* 


DERBY OXFORD - - $2.50 
§8477-Brown Kid-Mouse Swirl 
Quarter-Brown Strip 


58479-Patent Leather-Bik. Swirl 
Quarter-Black Strip 


58473-Grey Kid-Grey Swirl 
Quarter-Grey Strip 
18/8 Cont. Heel--Widths AAA to C 


* 


MANILA OXFORD - - $2.10 
47482-B]. Sailcloth- Wh. Tip& Fox 
47483-Br. Sailcloth- Wh. Tip&Fox 
47485-Wh.S'Icloth-Wh. Tip&Fox 
47486-M'se Str.- Br. Pat. Tip & Fox 
47489-Blk. Str.- Blk. Pat. Tip & Fox 
Continental Heel--Widths AAA to C 
Also Same In Continental 
Heel Opera 
* 


Ask vs to include your name 
on our mailing list to receive 
the monthly ‘‘WHEEL 

OF STYLE’’. 


MANILA OXFORD-- $2.1 


D. MYERS & SONS, INC. 


The 


lastest Vio 


7 


Novelty 


Shoe Honse 


CURTAIN AT SHERWOOD AVENUE *® BALTIMORE, MARYLAND 


0 
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Ap PY H® EL S earn many dollars 


Spaulding Counters in the shoes you sell mean that two “‘silent 


a 


Get Spaulding Coun- 
ters for that extra 
strength in the heel 
seat that keeps the 
quarter standing up— 
like this. 


af 


Don’t lose a customer 
because of an inferior 
counter that breaks 
down in service and 
lets the quarter sag 
—like this. 


PAULDING 


Counters 


“nade in North Rochester, N. H. 


NO OTHER PART OF THE SHOE MEANS SO 


1935 Page 3 


salesmen” are working for you. Their finely tapered, flexible 
edges assure heel comfort . . . their great strength keeps backs 
and quarters firm and graceful . . . their perfect fit maintains 
correct balance and promotes longer wear. Specify these 
counters in the shoes you sell. The “happy heels’’ they give 


mean satisfied customers—and many extra dollars of repeat 


business for you! 


MUCH ... AND COSTS SO LITTLE 


When writing advertisers please mention Boot and Shoe Recorder 





One of the many, glamorous scenes from the 
successful, 4 star operetta, "THE GREAT 
WALTZ" now in its 22nd week at the CENTER 
THEATRE, New York. 
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BLACK PATENT LEATHER is the favorite also with the 
beautiful girls in the large cast of ''THE GREAT WALTZ’ 


Of the 64 stunning beauties in this highly colorful 


operetta, 40 voted that: 


““black patent leather makes the femi- 
nine foot appear most youthful.’’ 


Youthful, gay feet have a 
natural preference for patent 
leather shoes. And, since all 
women cherish youthful ex- 
pression in dress, the appeal 
of patent leather footwear is 
universal. 


Fashion is arranging a perfect 
stage setting for the return of 
patent leather footwear to 
popularity. Take note of ali 
the patent leather accessories 
in vogue for spring and you 
will be convinced! 


NEW JERSEY 
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THIS IS WHAT EVERY SHOEMAN KNOWS, 





BUT SETON IS PROVING THAT WOMEN. 
TOO, ARE CONSCIOUS OF THE CHARM 





WHICH BLACK PATENT SHOES ENDOW 
TO THE FEMININE FOOT ....... 














Further, sweeping endorsement of black patent leather shoes for \\ Yj 


spring by highly representative groups of New York society women 
is evidenced by these two polls, among others which space does 
not permit present mention: 


At the DELMONICO— At the ASTOR— 


a benefit tea and fashion a society luncheon on Jan- Meg in 
Pei gr pi the ve uary 16th, in the Nimrod 

or the famous 

ARTS BALL, attended by oe attended by Pin 

outstanding society fashion- We" KNOWN women active in 
ables. These notables of the charitable work, was polled. 
smartest set voted Their votes were 


The Vogue 


oft 
PATENT 


80% 42% Dawns 


“that patent leather shoes are most flattering to the 
foot and most youthful in appearance.” 


These polls of the New York fashionables are 
authentic and the records are available for 
inspection. 


LATHER CO 


TANNERS OF BLACK, WHITE AND COLORED PATENT LEATHER 
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THE RISING FASHION. 


is reflected in the modish 


7-eyelet oxford. 


Shoes of this design require 
eyelets . . . They may be the 
“INVISIBLE” or the modern 
roll setting “INVINCIBLE” 
(visible) type. In either case 





they are smooth fitting and 





there is no roughness on the 
inside of the shoe. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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THIS CLEVERLY DESIGNED RUBBER 
WILL BRING EXTRA SALES 


This cleverly designed rubber gives the appearance of a smart leather oxford and meets 
a real need — it fills an important place between the low rubber and the gaiter. 
Dealers who have seen it say that the Savoy Rubber Oxford offers ADDITIONAL 
sales opportunities. They find that, when displayed prominently in window and store, 
it appeals strongly to those women who want “something different.” Exceptionally 
fine fitting lasts—light and unlined—it’s “off and on” with the greatest of ease. An 
ideal number to display and push during the coming weeks. Why not get your share 
of this “plus” business in women’s rubbers. Samples of the new 1935 line of Rub- 
ber, Canvas, Leather and Woolen Footwear are now being shown by our salesmen. 


MISHAWAKA RUBBER & WOOLEN MFG. CO., 280 WATER ST., MISHAWAKA. IND. 
Merchants in New England and in Greater New York should write DUNHAM BROS. CO., Brattleboro, Vermont 
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Patent Applied for 
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